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Coming! 


a most successtul pattern ever created 


by 1847 Rogers Bros. 


Soon — through the mails and through our 
salesmen—we'll let you know why we dare 


make so bold a statement. 





1847 ROGERS BROS. 


"“"AMERICA'S FINEST SILVERPLATE'' 


























READY FOR PRESENTATION 
ON AUGUST I 193% 


AN ATTRACTIVE NEW LINE 
OF 


KON-ITE STRAPS 


DIFFERENT IN 
STYLE and FINIS# 





Address Your Requests to 


A. SAUER & COMPANY 


Factory and Main Office: 
707 Glenn Bldg. . : - - Cincinnati, Ohio 
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Whatever Appears in Jewelers’ Circular-Keystone is Automatically a Matter of Record in the Jewelry Industry 
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SPEAKING OF THE JEWELRY TRADE 


66 N account of the present 
searcity of gold in Germany,” 
says Consul General Ralph C. 


Busser in a report to the Depart- 
ment of Commerce concerning the 
1939 Leipzig Spring Fair, “jewel- 
ers, in taking orders, now request 
their customers to supply them with 
gold amounting either to 50 per cent 
of the weight, or to 10 per cent of 
the sales price of the respective 
article ordered, which is practically 
the same.” These unusual conditions, 
Mr. Busser added, did not appear 
to hinder the buying of such articles. 
Jewelry again sold well to customers 
from the Balkan countries, whose 
existing agreements 
greatly facilitate their trade with 
Germany. Emeralds reappeared in 
excellent qualities at the Fair. 
Turquoises were favored in combina- 
tion with gold, as were green tourma- 
lines, aquamarines, zircons of various 
colors and dark-red corals. Also dis- 
played was a large variety of silver 
jewelry, which recently had been 
somewhat neglected. Novelties in 
this line were necklaces and brooches 
made of silver wire. Amber was still 
much in vogue and appeared in 
many shadings from clear yellow to 
the darkest brown. Exhibitors of 
jewelry, clocks and watches num- 
bered 286. 


commercial 
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PUBLIC exhibition of hand- 

wrought silver jewelry was 
held recently at S. Kind & Sons in 
Philadelphia. Unique in that it was a 
display of craft products by a com- 
mercial retailer, it featured the work 
of 137 exhibitors of professional, 
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amateur and student standing. More 
than 300 separate pieces were en- 
tered, and were judged by a jury 
of well known Philadelphians. The 
exhibit was held on the main floor of 
the new Kind store at Chestnut and 
Broad Sts. 
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USINESS was momentarily 

halted at the Joseph I. Hobson 
jewelry store in Emmetsburg, Ia., 
when a wild pheasant walked in and 
calmly strutted up and down the 
aisle. A customer in the store, 
picked up the pheasant and released 


LETS SEE SOMETHING 


a 
Bs a 








it at the edge of the city. Asked how 
he thought the bird happened to 
pick his establishment to visit, Mr. 
Hobson replied: “That’s simple, it 
was a ring-neck pheasant and must 
have been in search of some more 
adornment.” 
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ORD JEWELRY CO. on Times 
Square, New York, proved that 
cooperation is the basis of success 
in a tie-up with the Translux Theater 
on the same block. The basis for 
the tie-up was a display in the 
theater’s lounge of pictures of the 
various departments in the Bulova 
Watch Co.’s factories and samples of 
the parts made therein. 
Along with the display there was 
a contest for judging the number of 
balance wheel screws in a thimble. 


17 


The jewelry store contributed a 
watch as first prize, and in return 
received the name and addresses of 
more than 5000 entrants in the con- 
test. 

No actual cash value can be put 
on such cooperation, but advantages 
for theater and jeweler are many. 
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N making a “wrongway” watch, 

celebrating Douglas Corrigan’s 
flight to Ireland, W. G. Bennett, 
head of the watch department of the 
Fisher Jewelry Co. in Abilene, Tex., 
seems to have antedated the back- 
running timepiece that was described 
on page 35 of our April issue. Last 
September “Wrong Way” Corrigan, 
then the hero of the hour, was mak- 
ing a triumphal tour of the state, 
and Abilene was one of the stops. 
Inspired by the wrong way flight of 
the daring Irishman, Mr. Bennett 
constructed a watch in which the 
wheels and other mechanical parts, 
even to the winding stem, were re- 
versed. The watch had to be wound 
backwards, the hour, minute and 
second hands running backwards. 
The dial was left “as is” and one had 
to calculate the time backwards. 
This watch in a handsome case was 
publicly presented to Corrigan at a 
big reception. Newspaper photog- 
raphers and moving picture men 
took pictures of the erratic aviator 
holding the watch, and Fishers’ re- 
ceived valuable publicity. 
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ETTE DAVIS, whom American 
designers recently voted one of 
the country’s best-dressed women, 
considers jewelry a_ never-to-be- 
taken-lightly part of every woman’s 



































wardrobe. She wears it all hours of 
the day, has Hollywood’s largest 
collection and designs much of it 
herself. With active sports togs 
Bette likes “nature” pieces such as a 
lei and bracelet of pikaki shells from 
the beach of Waikiki, a necklace 
of eucalyptus buds lacquered coral 
and lime, an iridescent pine cone 
chatelaine, lobster clips, hand-carved 
wooden puppy pins, and a bracelet 
of rough gold nuggets. Since most 
spectator sports clothes are pat- 
terned with high necks and short 
sleeves this season, bracelets score in 
Bette’s accompanying jewel box. 
One of giant gold links has a tag 
bearing her social security number. 
A wide one set with amethysts gives 
added fillip to a light blue dress. A 
hoop carved of highly polished ma- 
hogany is worn on the same wrist as 
a gold chain having pear-shaped 
pendants set with moonstones. The 
jewelry Bette wears in “Juarez” 
also inspires her personal evening 
collection. A heavy lavalliere and 
matching earrings are set with rubies 
and worn with a period gown. A 
navy taffeta dress striped in red 
and yellow is accented with bracelet 
and wide ring striped in topaz and 
sapphires. 
© °° 


ERE’S a way to build good 

will, and occasionally sell new 
mountings. Window and _ counter 
cards in the store of the Reinholdt 
Jewelry Co., Kansas Citv, Mo.. ex- 
plain the service in friendly fashion: 
“All diamonds will eventually be- 
come loose in their settings, and 
should be examined regularly to pre- 
vent loss. We recommend this be 
done every three months, and gladly 
render this service without any 
charge or obligation.” If the setting 
is shipshape, the customer wears the 
jewelry with confidence; if the set- 
ting is insecure the jeweler advises 
either repair of the old mounting or 
purchase of a new one. 
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HE honor of repairing and reg- 

ulating the clocks placed on the 
Royal train which conveyed King 
George and Queen Elizabeth across 
Canada and back fell to Alfred 
Dewsnap, who is with Richard Hems- 
ley, Ltd., Montreal. Mr. Dewsnap, 
who is a fellow of the British Horo- 
logical Institute, London, and a 





member of the Horological Society 
of New York, has received a letter 
officially acquainting him with the 
fact that the clocks kept perfect 
time on the entire journey. 

Native of Staveley, England, 
where his father was in the same 
line. Mr. Dewsnap’s skill is inherited 
and has been developed by long ex- 
perience. From 1904 to 1906 he was 
employed by Edwin Clark, Isling- 
ton; from then to 1908 by Hinds, 
Ltd., wholesale jewelers, Hammer- 
smith, and then until 1909 by “Spik- 
ins from Dent,” London. He has 
been over 30 years with Hemsley’s. 
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GS HE next two lessons that the 
watchmakers and their associ- 
ations must learn will be that they 
must sell their licensing laws to their 
legislators and the public, strictly 
upon their merits, and that extreme 
care must be exercised that every 
provision of such laws be entirely 
reasonable and designed to protect 
the public,” said B. W. Heald, Mil- 
waukee, Wis., president of the 
United Horological Association, in 
discussing the watchmaker licensing 
before the Horological Institute of 
America. 
“It is apparent that there are two 
ways to obtain enactment of licens- 
ing legislation: With money and with 


merit. It is equally - apparent that 








watchmakers do not have the sums 
of money necessary. We must there- 
fore keep in mind, at all times, to 
sell on its merits. Even the most un- 
scrupulous, politically-minded legis- 
lator can be sold upon merit. 

“T wish to stress,” Mr. Heald con- 
cluded, “the need for strong associa- 
tions in order to succeed, and to 
offer a word of caution that you can- 
not be too careful to ascertain that 
the legislation you sponsor be kept 
well within the bounds of reasonable 
regulation for the protection of the 
public.” 
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ABOR organizers, using tactics 
which have succeeded in other 
industries, have made scant progress 
where they have tried to unionize re- 
tail jewelry store employees. This 
is because a loyal spirit of partner- 
ship prevails throughout the jewelry 
store, from delivery boy wrapping 
packages in the basement to owner 
or manager showing diamonds to a 
valued customer. 

Now comes another instance of 
management sharing with employees 
the profits of “good business’’—the 
Drosten Jewelry Co., 901 Locust St., 
St. Louis, last month paid four 
weeks’ extra compensation to all 
regular employees who have been 
with the company one year or 
longer. The board also voted the 
regular dividend. 





"Go ask Saunders since when does ‘sapphire bracelet for 
Lola’ go on our expense account?" 
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By ROBERT M. JORDAN 


ASILY adaptable in cost, materials, treatment and 
effect to the merchandising policies of either old- 
line open account jewelry stores or energetically pro- 
moting credit houses are the three suggestions for August 
window displays presented on these pages this month. 
The sketch at the bottom of this page has great time- 
liness. August is the peak of the vacation season. Almost 
everybody is visiting somebody else. So a window sug- 
gesting jewelry gifts for the hostess would be a good 
creator of sales. The sketch indicates an oblong plateau 
set, on top of which is a package attractively gift- 
wrapped, with a card back of it lettered, “Packages 
Gift Wrapped.” 

A ribbon extends from the package to the card and 
down to a green or blue circular disk in the left-hand 
corner of the window. This disk holds a deckle-edged 
sheet of heavy white linen paper scrolled at the top and 
bottom, carrying the message written with speedball 
script: “Going Visiting? Here Are Gift Suggestions for 
Your Hostess.” 

Merchandise suitable for such gift-giving—-silver flat- 
ware, candlesticks, china and glasswares, electric and 


Sales “Umph’’ for August 


springwound clocks, perfumes and stationery—is placed 
on the floor of the window and on the plateaus. 

With its vacations, moonlight nights and new friend- 
ships, August is also a month of romance. The idea 
behind the larger sketch shown opposite is to tie in 
with the sales possibilities provided by the summer-time 
Cupid. A large card done in show-card colors indicates a 
couple in a canoe drifting along the calm waters of a 
picturesque lake with its shores fringed with pine trees. 

A large facsimile of a postcard is superimposed over 
the moonlit scene, and its inscription, “Give Her a Re- 
membrance Gift,” keynotes the display of jewelry store 
merchandise that is distributed on the steps of the pla- 






Have you got 3 minutes to learn 
how to build 3 August ‘‘theme”’ 
windows? Here are plans for 
easy-to-make displays that 

will stop the crowds next month 
































































































































SUGGESTED GIFTS FOR THE HOSTESS 
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teau and on the floor of the window. Appropriate mer- 
chandise for this‘purpose would include friendship and 
birthstone rings, lockets, pendants, 
watches, toilet wares, perfumes and other personalized 
items. It will add to the display’s freshness and appeal 
to arrange flowers in an attractive vase out of the stock. 

Department stores and furniture stores generally lead 
the parade of retail businesses featuring clearance sales 
during August. Why shouldn’t jewelers climb on the 
bandwagon, move out some of their older stock, and thus 
get both the money to buy Fall purchases and the room 
to display them? 

Here’s a clearance sale display idea that literally has 
theatrical appeal. Construct a stage effect on the top 
platform by erecting in the foreground a cardboard cut- 
out to give the effect of theater curtains, with a drawing 
of a strip of movie film going up the outside of each 
curtain and rolling over the top of the “stage.” If the 
movie film effect is made of cardboard, slots can be put 
into each section, into each of which insert small ar- 
ticles of merchandise like rings, brooches, watches and 
pendants, with the price below each piece. 

A white cardboard in the background dramatizes the 
sales idea, movie-announcement fashion. “Super Feature 
Sales Festival with a Cast of Star Values” is the mes- 
sage lettered in the style of a motion picture title across 
the cardboard. Star-shaped price tags, cut out of vari- 
ously colored paper identify the merchandise on the 
steps of the platform and on the floor of the window. 

Upright cardboards, painted to indicate strips of film, 
can also be used in the corners of the window to feature 
other special items, attached to the cardboards in the 
same way as those on the sides of the “screen.” 

With this basic idea, the jeweler can promote his 
clearance sale to whatever extent he pleases. For in- 
stance, he can tie up with a local motion picture theater, 
offering a free ticket with each purchase of $5 or more. 
In this event, a colored poster of current movie showings 
might be put in the background of the window, with 
the message that a free ticket will be given with each 


crosses, wrist 
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A TIE-IN WITH VACATION ROMANCE 


purchase of whatever amount the jeweler cares to 
specify. The jeweler could easily make an arrangement 
with the manager of the theater for a reduced price on 
the tickets, and work out a program for reciprocal ad- 
vertising. 

In his own advertising, the jeweler can carry right 
through with the idea of “super feature star values,’ by 
using illustrations of the strip of film, with merchandise 
illustrated and priced in each section of the film. 

Each of these August window display suggestions, it 
will be noted, is a “theme” window. No one will deny 
that theme windows are more work than windows that 
display nothing but merchandise, nor that theme win- 
dows entail the outlay of several dollars for the pur- 
chase of plateaus, silks and other fundamental 
accessories. But the additional time it takes to install 
a well-conceived theme window, and the additional few 
dollars that you spend for the equipment, will have big 
rewards. 

Theme windows appeal to what people on the side- 
walk are interested in at a particular time. They’re 
good psychology. Men and women who blissfully walk 
past a jewelry store day after day, without being aware 
that anything at all of interest exists in the store’s un- 
imaginative windows, will stop in their tracks when 
a timely photographic blow-up, a colorful sketch, or a 
dynamic arrangement of floor level pulls their atten- 
tion. At that moment, pedestrians favorably perceive 
merchandise that would not have registered with them 
at all, except for the theme idea of the window. There’s 
no magic to it. It’s just putting attention-elements into 
the window. 


Epiror’s Note: The author of this article, second 
of a series, Robert M. Jordan, is sales manager of the 
Ostby & Barton Co., Providence, R. I., manufacturing 
jewelers. Mr. Jordan for many years has been both a 
student of and worker in window and store displays and 
the recommendations in his article are based upon ideas 
that have proved their value in actual use. 


DRAMATIZING THE CLEARANCE SALE 











by FRED MERISH 


Does 


Modernizing 
PAY? 





HEN a jeweler thinks of investing in moderniza- 

tion, whether it’s a new store front, streamlined 
fixtures, a re-decorated interior, or some new equipment 
for the repair department, the first question that arises 
is, “Will the investment pay me?” So far as we know, 
this query has never been answered definitely, but only 
with general explanations of the profitable advantages 
of any form of modernization touching the selling and 
servicing of jewelry. Generalities, however, are seldom 
convincing; consequently, many jewelers, large and 
small, who would benefit by modernization, do not in- 
vest in it. 

To determine the average profit potentiality in the 
utilization of modernization for sales or service, we 
analyzed the business records of 25 jewelers who had 
modernized, in one way or another, during 1938, com- 
. paring their profit and loss statements for that year 
with 1937 returns for the same jewelers when they 
were using old-fashioned store fronts, inadequate light- 
ing, display fixtures of the gay-nineties and servicing 
equipment that had seen better days. 





















The condensed comparative statements that follow 
visualize with X-ray clarity the profit-building power in 
modernization. Type of modernization done was not 
considered, the only objective of this business research 
was to show the profit-building potentialities in any 
form of modernization. The figures were compiled to 
show whether modernization actually paid the jewelers 
investing in it and the average increase in sales and 
profits. The figures are not offered as yardsticks for 
average operating ratios. 





COMBINED YEARLY AVERAGES FOR TWENTY-FIVE 
REPRESENTATIVE JEWELRY STORES 


A—Before Modernization 





RNS asinine tal oiseaee syereted sucess TEAM $21,050.00 100.0% 
(Merchandise and repairs) 

COSUNOTARRRUEN 55:6 5 ocr a eraiaig Dino NUR 11,745.90 55.8 
SEOSS UAMRI 66 Geenctiotes eisecs $ 9,304.10 44.2% 

OVETHCAM NDONSES: ass weiss tice id sis e's 8,756.80 41.6 
PCL TMROINE rs, cuss crete iain aia scotcloroeieieonG $ 547.30 2.6% 
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To modernize or not to modernize? 
These composite figures for sales and 
profits of 25 representative jewelers 
who spent an average of $1650 each 
on modernizing may help you decide 


whether to answer “Yes” or “No” 


B—After Modernization 








I os cn duliins waned aa REC EE 528,628.00 100.0% 
(Merchandise and repairs) 

a I oo kavis odoeneuiedavccn cede 14,428.51 50.4 
Grads MAAN (occ ccosicnseeeuaseeee $14,199.49 49.6% 

Gireahent FSVGNGES® (ooo. cccicnccc aces 12,166.90 42.5 
Net PIGKE cccceccdcr dsidciedeesaunsee Qa 7.1% 


Notice that cost of sales before modernization was 
55.8 per cent, too high for comfort, and due largely 
to slow turnover, which averaged only 1.3 on Statement 
A. Modern store fronts, fixtures and decorations, modern 
machines for repairing clocks and jewelry speed up 
turnover, keep cost of sales at a safe ratio. 

Statement B shows that overhead after moderniza- 
tion increased less than 1 per cent although sales aver- 
aged an increase of 36 per cent, from $21,050 to $28,- 





628. Sometimes 
with the 
charges, such as 


50 per cent more business can be done 
overhead-to-sales ratio because fixed 
rent, taxes, depreciation and insurance 
do not increase with sales, and variable charges, such 
as light and advertising, increase but slightly and such 
increases are often offset by savings elsewhere. 

The average investment in modernization for the 25 
stores was #1650, in some cases more, in other cases 
less. The average yearly increase in sales was $7,578, 
in net profit $1,485.29, which indicates that moderniza- 
tion about pays for itself the first year. One jeweler 
who was asked, ‘““How much did your new store front 
cost you?” came back with, “Nothing. I paid as I 
made,” explaining that he bought on installments, about 
20 per cent being paid down, and that the installments 
were met out of increased profits as he made them from 
month to month. 

Using this research as a yardstick, we may conclude 
that an average investment of $1650 for modernization 
of one kind or another will produce a total of $75,780 
in sales and $14,852 in net profits during. the next 10 


same 
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years, when it will be time to modernize again. Com- 
mercial experts state that the average store and fixtures 
have a normal life of about 10 years. Some jewelers 
will exceed these 10-year averages on sales and profits, 
others may do less; but, taking it by and large, modern- 
ization pays sweet dividends. Consider these research 
data from angle and that readily becomes 
apparent. 

Actually, the returns from modernization over 10 
years will very likely be more than the averages for 
sales and profits just mentioned, because modernization 
produces cumulative increases from year to year. For 
example, one jeweler stated that the sales in January, 
1939, the second January since modernization, were 8 
per cent higher than in January, 1938, and he experi- 
enced an increase in that month of 12 per cent over 
January, 1937, when he was still operating with a 
jalopy store front and obsolete fixtures. 

The jewelers who served as “guinea pigs” for this 
survey did from $11,000 to more than $45,000 yearly 
volume. Net profit ran as high as 9 per cent after 
modernization and some jewelers who had been in the 
red before modernization jumped to the black after- 
ward. One such case study revealed 4.6 net profit after 
modernization whereas the year before with old store 
front and display fixtures the store had shown a loss 
of 1.7 per cent. 

This research also revealed that the jewelers surveyed 
did not increase inventories substantially. After modern- 
ization, inventories averaged only about 5 per cent more 
than before. However, although inventories were slightly 
higher, stocks also turned much faster, which accounted 
for the higher profits, and is a good indication that 
modernization speeds up turnover in the jewelry busi- 
ness. Stock-turn was 1.3 under Statement A, under 
Statement B, about 1.9 on the average. According to 
national figures compiled by business research spe- 
cialists, the average stock-turn for jewelry is 0.93, or 
less than one turn a year. Such stock-turn is too low 
for comfort. 


any 


(Please turn to page 36) 
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\{ I Had Your Store 








I would take stock of myself as well as of my store—and I would do 


the nine things mentioned on this page and the next. 





ae a topsy-turvy world confused by front page scare- 
heads, fears, doubts, contradictions and high-pressure 
tactics, I’d resolve to ponder calmly over all major 
matters and delegate all details to my most capable 
assistants. Organize your work or it will disorganize 
you. Too many store principals attempt to be all- 
around experts, taking a hand at buying—-selling—ad- 
vertising, etc., with, in most instances, a very superficial 
knowledge of many of the things on which they assume 
authority. Good buyers are not necessarily good sellers. 


I'd Study Fashion Trends 





I’d know something about fashion, avidly reading 
women’s class magazines to gain some knowledge of 
what was turning over in women’s minds. With women 
controlling from 70 per cent to 80 per cent of the 
nation’s wealth, I’d see what I could do to interest and 
influence their favor. 


I'd Watch My Window Trims 


Your “face” to the people is your window. It must 
be refreshing, newsy and compelling. It must be sea- 
sonable. If skiing is popular, or horse shows, or beauty 
contests I’d put that type of pictures in my watch and 
diamond window. Irrelevant, you may say. No! It’s 
ee 6a: «08 it has stop value! Lead them to look 
with humanized appeals. Glamour girls, love, legs— 
yes! Sports’ heroes, champions, hockey stars—yes—if 
you're selling articles to men. Pictures of Tony Galento 
and Bomber Louis will stop men. Why not use them? 

The psychology’s simple. Sonja Heinie wore white 
skating boots. She has it! White shoes outsold all other 
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skating shoes, as per manufacturers’ reports. Sonja 
did that for bootmakers without reward. 

If manufacturers offered me neat, attractive displays 
I'd see that they were used promptly, wrapped and 
unwrapped carefully, and sent to the next jeweler just 
as received, usable, neat and carefully handled. If 
material is abused, manufacturers become discouraged 
and try to build less expensive displays. You hurt 
yourself in the long run. 

If beautiful displays help, write the firm that loaned 
it. Tell them what it did for you. You'll be more apt to 
get another than the store that writes only to complain. 

Many stores put inexpensive merchandise in their 
night and over weekend windows. This is a fallacy. 
Put fine goods on show at all times. Insure it and show it! 


I'd Make Friends in My Own Industry 


The manufacturer and retailer must be loyal partners 
in their joint enterprise of serving Mrs. Consumer. 
Retailers that are abrupt and cold toward traveling 
men do not seem to realize how they hurt themselves. 
Salesmen that do not get a square deal are very apt 
to bring their best values to stores that are cordial. 
It is less a matter of how much you buy than the general 
attitude of how you buy it. The good will of all travel- 
ing salesmen can help a retailer a long way toward 
success. 


I'd Encourage Cooperation 


This applies to store staff, newspapers in which you 
advertise, and the manufacturers of products you sell. 
I'd offer “pay-backs” on slow items before marking 
them down. Give the salesforce a chance. I’d offer 
quarterly stock-taking sales, not annual sales. This 
gives you new money for new goods. I’d have sales 
training meetings weekly and on the store time, dis- 
cussion method. 

If a manufacturer gave me sales helps and sound 
advice, I’d use it to push his goods—not that of his 
competitors. I’d do as I would be done by (and too few 
are practicing this). 
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I'd Make My Ads Easy to Read 





Busy people are not sufficiently interested to look 
far for information. They demand the story in a 
flash. Tell them what it is—what it will do for them 
——what it costs. A simple formula... . but it works! 

I’d remember that 89 per cent of America’s women 
will buy an advertised product in preference to a non- 
advertised, price and quality being equal, and I'd 
feature in my own advertising and displays goods 
whose manufacturers advertise them consistently. 

I’d remember that 82 per cent of America’s women 
state they had bought no widely advertised article 
which had failed to come up to the advertiser’s promises. 


I'd Advertise Consistently and Honestly 


Knowing that only 51 per cent of all women think 
advertising is, on the whole, truthful, I’d carefully 
avoid any tendency toward exaggeration in my store's 
publicity. 

Glancing recently through Palm Beach News, where 
I saw gorgeous jewels advertised with no prices quoted, 
I turned to another ad in the same paper where I read 
this, “Reproduction of our $79.50 ring—5 diamonds, 
14Kt. gold $19.95—$1 down—$#1 week.” Both are 
wrong. The first, foolish to not quote prices—the 
second, “‘selling’” price too strongly. Remember — 
Tiffany never advertised any prices for 20 years until 
the depression. Now they price everything shown. 








I'd Go After Wedding Business the Year Around 
Wedding business . . . stationery, silver, china, glass, 
etc., can be had every day. Cupid does not wait for 
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calendars. In order of importance the wedding months 
are June, May, August, September, October, July, April, 
November, March, December, January, February. Best 
engagement months are January, May, April, December, 
June, August, etc. 


I'd Feature More Baby Goods 





A special section of the silver department featuring 
baby cups, porringers, child’s sets, banks, combs and 
brushes, etc., can be made most appealing. Cute baby 
pictures attract. They’re easy to secure. Use them— 
change the pictures frequently. Check the interest they 
draw. It will work. Babies run households. For every 
baby, at least two and usually more than two people 
are vitally interested. 


I'd Seek New Lines to Offer 


Perfumes and general cosmetics offer a wide oppor- 
tunity to bring in traffic. Too few stores stock them 
and those that do have too little variety. One line 
exclusive will not do the trick. You need several in 
different price brackets . . . to suit varying tastes and 
pocketbooks. I’d sell quality, not imitations of imita- 
tions—the sweetness of low price is never equalled by 
the bitterness of poor quality. 





EETING at the Hotel Stat- 
ler in Boston on June 7 and 
8, the 32nd annual convention of 


the National Wholesale Jewelers’ 
Association devoted its entire time 
and attention to two solid days of 
brass-tacks discussion of the busi- 
ness problems of the industry, and 
suggestions for its betterment. 

Because the talks were so full of 
practical facts and ideas, THE 
JEWELERS’ CirCULAR-KEYSTONE, in- 
stead of merely reporting the news 
of the convention, is presenting 
herewith in condensed form the gist 
of the principal addresses. They are 
well worth studying and remember- 
ing. 

The annual banquet was held on 
Wednesday evening, June 7, with 
Retiring President Arthur E. Man- 
heimer in the chair and about 150 
wholesalers and manufacturers in 
attendance. 

The first hour of the Thursday 
morning session was given over to 
a special meeting on American 
watches, attendance at which was 
limited to manufacturers and whole- 
salers of these lines, followed by a 
general open forum consisting of 
extemporaneous discussions from the 
floor of specific classes of merchan- 
dise and the problems surrounding 
their handling. 

William G. Swartchild of Swart- 
child & Co., Chicago, presided over 
the discussion on materials and sup- 
plies; Walter Mayer of Wallenstein- 
Mayer Co., Cincinnati, Ohio, led the 
silver and_ plated 
ware; Charles G. Brown of Stein & 
Ellbogen Co., Chicago, took the 
chair for the session on jewelry, 
card goods and rings; Silas B. 
Reagan, Baldwin-Miller Co. of In- 
dianapolis, presided for clocks and 
Swiss watches; and Harold Alberts 
of I. Alberts’ Sons, Inc., Boston, 
led the meeting on diamonds. 


conference on 


At the session Thursday afternoon re- 
ports of the treasurer and various com- 
mittees were presented, followed by the 
election of officers for the ensuing year 
as follows: President, Lloyd G. Pattee, 
S. H. Clausin & Co., Inc., Minne- 
apolis; vice-presidents, Arthur P. Care, 
E. W. Reynolds Co. Los Angeles; 
Harold Alberts, I. Alberts’ Sons, Inc., 
Boston, and S. B. Reagan, Baldwin- 
Miller Co., Indianapolis, Ind.; treasurer, 
Joseph B. Bechtel, Joseph B. Bechtel & 
Co., Inc., Philadelphia; secretary, George 
A. Fernley, Philadelphia; assistant secre- 
tary, H. A. Rinehart, Philadelphia, Pa. 

As members of the executive commit- 





Wholesalers Weigh 


N.W.J.A.’s 32nd convention at Boston elecis 
Lloyd G. Pattee president; speakers stress 
cooperation with retailers, manufacturers 
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tee to serve until 1941 are: A. C. Wal- 
lenstein, Wallenstein-Mayer Co., Cincin- 
nati; Harry Greenwold, Greenwold-Grift 
Co., Cincinnati; Mead Montgomery, A. 
C. Mead & Co., Chicago; Charles A. 
Moore, Moore-De Grazier Co., Dallas; 
R. Dix Edwards, Edwards, Ludwig, Ful- 
ler Jewelry Co., Kansas City, Mo., and 
W. Merritt Hurlburt, H. O. Hurlburt & 
Sons, Philadelphia. 

Reports of the secretary and treasurer 
showed healthy increases in both the net 
funds of the association and in the mem- 
bership list. Resolutions adopted in the 
business session called upon jewelry 
manufacturers and wholesalers to co- 
operate with the Jewelers Vigilance 
Committee in its efforts to assure cor- 
rect marking and descriptions; requested 
that manufacturers allow more equitable 
margins to wholesalers to cover mount- 
ing and uncontrollable costs of doing 
business, such as increased taxes; urged 
manufacturers to take advantage of the 
Fair Trade Acts; and called upon 
wholesalers to cooperate with the Jewel- 
ers Board of Trade by reporting any 
inaccurate classifications that may ap- 
pear in the rating book so that only 
bona fide wholesalers will be so listed 
and receive wholesaler discounts as a 
step in combating the wholesale-retailing 
and industrial catalog evil. 

A resolution of regret and sympathy 
was voted for the death of five members 
of the association during the past year, 
Messrs. W. J. Sickles, Philadelphia; H. 
W. Burdick, Cleveland; Henry Marvet, 
Toledo, Ohio; Joseph E. Reagan, Indi- 
anapolis, and William A. Kaufman, Chi- 
cago; as was one thanking the Waltham 
Watch Co., for the golfing and luncheon 
invitation extended to the wholesalers’ 
association. 

Highlights of the feature talks follow: 

© © 


EYNOTE of President Arthur E. 
Manheimer’s address which opened 
the convention, was the present threat 
to wholesale jewelers through the grow- 
ing practice of granting extra discounts, 
abnormally long credit terms, and other 
unsound practices, all of which tend to 
lower the wholesaler’s gross margin be- 
low his actual cost of doing business 
and which, if continued, threaten to 
make the economic existence of the 
wholesaler difficult, if not impossible. 
Mr. Manheimer pointed out that under 
the Fair Trade laws now in operation, 
any manufacturer who chooses to, can 
put a stop to such forms of destructive 
competition and commend the firms who 
have adopted and enforced this policy. 
He pointed out that it is to the manu- 
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facturer’s own interest to operate on the 
basis of Fair Trade contracts because 
without these, competition tends to re- 
duce margins to a point that makes the 
line no longer profitable, with the result 
that wholesalers are likely to be com- 
pelled to discontinue the handling of 
such lines in favor of those that yield 
them an adequate mark-up. , 
“Those wholesalers who do not insist 
upon a fair gross profit are slowly but 
surely depleting their capital and are 
progressively poorer risks for the manu- 


ARTHUR E. 
MANHEIMER 


Manheimer Watch 
Co., Chicago 


. Keynoter 





facturer. Furthermore, a line which is 
left open to unrestricted competition is 
apt to be unstable in price, and uncer- 
tainty as to future price levels always 
has a tendency to hold off buying all 
along the line, whether by wholesaier, 
retailer or consumer. 

“Finally, under Fair Trade contracts 
the manufacturer retains in his own 
hands control of the price structure of 
his products, while at the same time, 
getting the benefit of the wholesalers’ 
warehouse and distributive facilities and 
capital. Wholesalers, no less than re- 
tailers, have a certain cost of doing 
business which must be covered and the 
wholesaler, no less than the retailer, is 
entitled to the same cooperation from 
the manufacturer in maintaining the 
margin which makes it possible for him 
to carry on. (Interesting data on this 
point was set forth in a report compiled 
by Secretary Fernley’s office, analyzing 
the cost of doing business by 40 whole- 
sale members of the association, together 
with their average gross margins and 
net profit. The figures showed that the 
grand average net profit per year for 
the entire period since 1924 has been 
less than % of one per cent of gross 
volume. It should be noted that the 
years covered by this average inelude 
the boom period of the late 20’s as well 
as the depression.) 

“The manufacturer who wants to get 
the benefit of wholesalers’ distributive 
facilities also has a duty to the whole- 
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Distribution Costs 


All phases of distribution analyzed: 
methods outlined for fighting wholesale- 
retailing and industrial catalog selling 
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saler to protect the legitimate firm 
against the price cutters and retailing- 
wholesalers who compete with the custo- 
mers of the legitimate wholesale houses, 
and should also be able to justify any 
extra discounts for quantity under the 
Robinson-Patman Act as a further pro- 
tection to the bona fide wholesaler. 

“Wholesalers, in turn,’ concluded 
President Manheimer, “have a responsi- 
bility to the manufacturer to keep their 
costs down to a reasonable level, to 
distribute efficiently and economically, 
and in all other ways to cooperate to 
the best of their ability with manufac- 
turers in protecting the efficient and 
economical distribution of goods from 
manufacturer to consumer.” 

© 

46J{. VEN in well-informed circles the 

preponderance of belief is that 
distribution costs are too high,” said N. 
H. Engle, assistant director of the Bu- 
reau of Foreign and Domestic Commerce, 
Washington, D. C. “No one can deny 
that they are high, nor that the costs of 
marketing some commodities may be ex- 
cessive, but I do not believe they are 
excessive for the marketing functions 
performed. 

“T have a few figures on the wholesale 
jewelry business which I believe are rea- 
sonably accurate although they are far 
from complete. These figures are based 
upon the operating expense ratios of re- 
tail jewelry stores as given by the Cen- 
sus of Distribution, the operating ex- 
penses of wholesale jewelers, and the 
distribution costs incurred by jewelry 
manufacturers, also from the Census of 
Distribution, for the year 1935, the only 
year for which reasonably complete data 
are available. I added average net profit 
figures on retail jewelers from a Dun 
and Bradstreet study in order to give 
me the retailers’ gross margin, which 
totaled 49.6 per cent of net sales. A 
similar adjustment of the census data 
for jewelry wholesalers gave an esti- 
mated gross margin of 13 per cent. These 
figures may be a little high or a little 
low for today, but a change of one or 
two points either way would not affect 
the result very materially. 

“By this method of analysis I find that 
out of every dollar spent by the con- 
sumer in retail jewelry stores, the re- 
tailer takes 49.6c. the wholesaler takes 
6.6c., and the manufacturer 7.6c. for dis- 
tribution costs. This makes a total of 
63.8c. out of the consumer’s jewelry dol- 
lar for distribution costs. An additional 
26c. is claimed by the manufacturer to 
cover the value added by the manufac- 
turing process, leaving 10.2c. for the cost 
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of materials utilized in the industry. I 
do not know whether 64c. is too high or 
too low a figure for distribution costs 
in your industry. You deal in luxury 
merchandise to a large extent. A fairly 
heavy capital investment inventory is 
necessary all along the line. Turnover 
rates are very low. Skilled personnel 
is required. These and other facts 
which you can readily adduce make me 
hesitate to say that your distribution 
costs are too high, although they are 
much higher than those in many other 
lines. 

“I think we can all agree that distri- 
bution costs are high and that every 
effort should be made to reduce them 
wherever possible. The first step is for 
everyone to find out what his own costs 
actually are, which, for most business 
houses, requires greater emphasis on dis- 
tribution cost accounting than has been 
given in the past. With the facts about 
costs in your own business before you, 
you can scrutinize every item with an 
eye to eliminating any obviously waste- 
ful activities or needless expenses. Se- 
lective distribution offers opportunities 
for reducing distribution costs. By this 
I mean a careful study of your accounts 
to separate those which are profitable 
from those which are unprofitable. Stud- 
ies sometimes reveal that selling costs 
have actually exceeded the total volume 
derived from some accounts during a 
given period. Sales territories, quotas 
and budgets should also be scrutinized 
carefully to insure that maximum re- 
sults are being secured. There is much 
room here for elimination of excessive 
distribution costs.” 


o © 
oe OT long ago we made elaborate 
preparation to move in on a state 
which borders our basic trade territory,” 
said Lloyd G. Pattee, of S. H. Clausin 
& Co., Minneapolis, and next year’s 


LLOYD G. 
PATTEE 
S. H. Clausin & Co., 
Minneapolis 


“ |. . The other pas- 
ture is not always 
greener.” 





president of the association. “We real- 
ized that it would cost more to get and 
handle sales at this greater distance, but 
we believed we could develop a desirable 
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volume in the district and we thought 
that even if our cost ran three or four 
per cent higher than normal, we would 
still have a worthwhile additional profit 
from the additional business. However, 
before we embarked on the venture, it 
occurred to us that perhaps there were 
still some worlds nearer home to be con- 
quered. 

“Our first step was to analyze 500 of 
our best accounts, breaking them down 
to show the sales made to each from 
each of our departments. The result was 
distressing. We found that some of our 
best customers were buying Hamilton 
watches from us and Elgins from some- 
one else. Others bought Elgins from us 
and Hamiltons elsewhere. Good custo- 
mers for both lines of watches were ap- 
parently unaware of the fact that we 
have an excellent material department. 
Firms with substantial purchases of sil- 
verware were obviously buying clocks 
and jewelry from competitors. Custo- 
mers with highly satisfactory purchases 
in jewelry, watches and silverware had 
forgotten us entirely on materials and 
diamonds. It soon become very obvious 
that we had better forget the distant 
pastures and concentrate on completing 
the job close to home which we had 
only half done. 

“Our next step was to obtain as ac- 
curate figures as we could on the total 
purchases made by these 500 customers 
from all sources, to see just what share 
of their business we were getting and 
how much more we might have a chance 
to obtain. We found that on the aver- 
age they were getting 40 per cent of 
their merchandise from us, 38 per cent 
directly from manufacturers, and 22 per 
cent from competitive wholesalers. 

“The next step was to prepare and 
put into operation a new ledger card 
system of recording sales. 

“Frankly, I don’t yet know what the 
final results will be, though so far they 
have given us high hope that we are on 
the right track. It costs no more to sell 
11 watches to a retailer than it does to 
sell him 10 and I know that we can sell 
10 watches to one man at less cost than 
we can sell one each to 10. 

“There are occasions when it is hard 
to resist the temptation to open up a 
new territory but I can assure you that 
five minutes spent in looking at the 
analyzed sales figures in our own estab- 
lished trade territory never fails to con- 
vince us that we are wise in continuing 
to concentrate our efforts in our natural 
home territory. There is still plenty of 
business going to competitive manufac- 
turers and wholesalers that we can get 
at much less cost than would be involved 
in going into a new district, and it 
doesn’t pay to move on to other fields 
until we have cropped all the good green 
grass that grows right at our own front 
door.” 
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RTHUR P. CARE of the E. W. 

LX Reynolds Co., Los Angeles, chairman 

of the committee on wholesaler-retailer 

relations, presented a symposium of the 

activities of members of this committee 
(Please turn to page 46) 





These Termites MUST Be Stopped 





VERY time a diamond, a watch, or a piece of silver is sold by an industrial catalog house, it 
takes just that much business away from some legitimate jeweler somewhere. No one knows 
exactly how much trade these parasites divert from regular jewelry retailers and wholesalers in 
the course of a year, but it is obviously a substantial amount. Huge numbers of big elaborate 
catalogs are distributed every year by these people who, whatever their ethics may be, are much 
too shrewd traders to go on spending year after year the amount of money it costs to get out 
such books, if they didn’t bring in enough business to make even such big printing bills profitable. 

But forget national statistics—think of it in terms of your own store. 

Think how many cases you actually know of, where the customer, after shopping with you, 
has placed his order with one of these houses that offer the lure of “get it at a trade discount.” 
And then consider how many other people in your community must have made purchases from 
one of these illegitimate competitors, without your knowing anything about it. 

The onslaught of these firms upon the jewelry field is a serious menace to the structure of 
orderly retail distribution and must be fought with every weapon at our command. 

Three such weapons are available: 

First, education of the consumer to show him how instead of getting a bargain, what he may 
really get is a first-class gypping. 

Second, education of employers in whose offices and shops those “industrial catalogs’ are 
distributed, to show them why they should not permit this practice. 

Third, refusal to buy from manufacturers and wholesalers who permit their lines to be used 
as bait in cut price catalogs. 

Use all these weapons at every opportunity. This is a battle for self-preservation against 
an unscrupulous adversary who doesn’t hesitate to use any and every means at his command. He 
must be combatted with equal vigor and relentlessness. 

Ways and means in which these weapons can be used will be discussed every month on this 
page of Tue Jewevers’ Circutar-Keystone. Efforts which have been successful in fighting the 
evil in various localities and which may serve as a helpful example for jewelers in other places 
will be described. Suggestions for further and still more effective action will be set forth. Ideas 
from any and every individual or group in the legitimate jewelry trade will be welcomed. Send 
us yours, and if you or your group has done something which has been successful, tell us about it 
so that others can get the benefit. 

This is your fight and our fight in which every one of us must work together for the common 
good of all. It will be a long hard fight, but THe Jewexers’ Circutar-Keystone pledges its 
every ability and resource in your support and aid until that fight is definitely won. 
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THE WADSWORTH WATCH CASE COMPANY, INCORPORATED, DAYTON, KENTUCKY 
Offices: New York, 630 Fifth Ave.; Chicago, 35 East Wacker Drive; San Francisco, 140 Geary St. 
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[LEW industries regretted the passing of 1938 and 

the diamond trade was no exception. For the first 
time since the summer of 1932 the forward progress of 
the industry was stopped, and statistically the trade 
finds itself back where it was some three years ago. 
Compared to 1937, a good year, the indices were off 
from 15% to 60%. Wars, changes in the _politi- 
cal map of Europe and a _ world-wide business re- 
cession could only spell a poor year for an industry 
which feeds on prosperity. Unfortunately, the reces- 
sion in the United States, the industry’s best customer, 
was particularly severe and in addition the Czecho- 
slovakian debacle came just when stocks for the Christ- 
mas trade are normally being replenished. 

The production by weight exceeded that of 1937 by 
2214%, although the value at the mine was about 
the same, this being due to the fact that the increase 
was in industrial rather than gem stones for which for- 
mer type the demand was good. Only about 25% 
of the 1938 production was of gem stones. Indeed there 
has been little, if any, increase in the production of gem 
stones in the past decade. For the first time in six years, 
production exceeded the sales of the Diamond Corpora- 
tion. 

Notwithstanding the unsatisfactory character of the 
year, the price of rough was firm throughout the year, 
and advances occurred in certain grades. First quality 
industrial stones and fine large rough are scarce, and 
prices for industrial stones advanced. Small mediocre 
cut goods may have decreased slightly in price during 
the year but that of large fine cut was firm with an 
upward tendency. 


WORLD PRODUCTION 


World production of diamonds (gem and industrial) 
in 1938 approximated 11,755,243 carats (2.592 tons) 
worth about $43,000,000. Compared with 1937, this is 
an increase of 2214% by weight, without much varia- 
tion in value, as the increase was largely in low priced 
industrials. As only Dutoitspan and Bulfontein of the 
South African pipe mines were operated, the alluvial 


mines produced 9114% of the carats and 70% of the 
value. The British Empire produced 31% by weight 
and 69% of the value. Of the total production, less 
than one-fourth by weight were gem stones. The cut 
gems obtainable from the year’s production therefore 
would be about 1,400,000 carats. 

The following table gives as accurately as available 
statistics permit, world diamond production for the 
past three years: 


World production of diamonds, 1936-38, by countries, in carats 
(including industrial diamonds) 





Country 1936 1937 1938 
Africa: 
PN Sons asian git-eata alain eld 577,531 626,424 **651,000 
NS ree 4,634,266 4,925,228 **7 205,300 
French Equatorial Africa ..... 1,550 5,588 **23,000 
French West Africa .......... 18,897 54,687 59,548 
Ce errr re 1,175,399 1,577,661 1,315,000 
ON ee 616,200 913,401 **900,000 
South West Africa ....cc000- 184,917 196,803 **140,000 
I cae acne ee nee 2,704 3,234 wor"3, 500 
Union of South Africa: 
eae ee ee ee 339,719 820,284 ****979,460 
CO Pore reer rer re ore 284,204 207,359 258,145 
Total Union of So. Africa... 623,923 ****1,030,434 1,238,605 
Een ere err 136,462 **150,000 **150,000 
0 Or ae rte 42,478 35,038 **35,000 
ee re rire 6,000 6,000 eetera4 Joe 
PE” Saxseewsserevsnecn ce eer 9,521,707 11,755,243 


** Estimated. 

*** Exports. 

****Tncludes a small quantity of diamonds recovered from re-treatment 
of tailings. 

*****1934: Netherland India (Borneo), India, Australia (New South 
Wales), Rhodesia, Nigeria, United States (California), and Venezuela; 
1935: Netherland India (Borneo), India, French quatorial Africa, 
Nigeria and Venezuela; 1936: Netherland India (Borneo), India, Rho- 
desia, United States (California), and Venezuela; 1937: Netherland 
India (Borneo), India, Australia (New South Wales), Liberia, Venezuela 
and Rhodesia; 1938: Russia, India, Borneo, New South Wales, Vene- 
zuela. 


The increase in production in 1938 compared to that 
of 1937 was largely due to an unusually large produc- 
tion of Belgian Congo industrial stones. South Africa 
increased its production about 20%, and the small out- 
puts of French Africa and of miscellaneous sources in- 
creased markedly. The production of South West Africa 
decreased about 26% and that of the Gold Coast 17%. 


ROUGH MARKET 
The Diamond Trading Company, a subsidiary of the 
Diamond Corporation, purchases about 95% of the 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for July, 1939 











PEARLS 
Express 
Fashion's 
Latest 
Note— 





in 
Necklaces, 
Bracelets, 
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Earrings 


Pearls are the hardy perennial of the jewelry fashion. For years past and for 
years to come they will remain the choice of smart women for both formal 
and informal wear, and as such they offer excellent profit possibilities for 


leading jewelers. 


Since 1894 the MIKIMOTO seal on a necklace or 
bracelet has been” a safeguard—a guarantee to you 
and your customers of the highest quality of Cultured 
Pearls—grown in the living oysters—by MIKIMOTO 


——the originator and inventor of Cultured Pearls. 


If a visit to one of our offices is not con- 
venient, we invite your inquiry by mail. 
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K M | K | 7 | the MIKIMOTO exhibit at 
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F 366 Diamonds. 


New York 


55 E. Washington St. 209 Post St. 
Chicago Son Francisco 





wy 


The Gem 
of the Ocean 





© N.Y.W.F. 1939 





THE JEWELERS’ CIRCULAR-KEYSTONE 31 
for July, 1939 





world’s diamond production and sells it to brokers and 
large cutting factories. Few “seconds,” a menace to the 
market from 1932-4, came on the market. “Outside” 
diamonds (i. e. those not controlled by the Trading 
Company, including parts of the Brazil, British Guiana 
“Miscellaneous,” and South African alluvial production) 
were of unimportant caratage. 

With its usual astuteness, the Trading Company sold 
rough only when it could be readily absorbed by the 
cutting industry. In consequence, in April and May, 
in September and October and in December (and indeed 
in January, 1939) no “sights” were held. 

In a year fraught with political crises, sales of dia- 
monds could not be good although the 1938 sales were 
well above the low of 1932 (£1,500,000) and approx- 
imated those of 1934. The following table shows recent 
annual sales by the Trading Company: 


PS cg Pre ei aaah eile hire ee we Esa ES £3,719,242 
NIN inca aie aco eee eck canada TES Te WTR he Se Ee Re 6,235,080 
| | Re ee Fe err re ee ee 8,546,673 
PE isviratics maak Erste eens oie tk ork aa airahia eam ae 9,151,205 
DIE rssh Sus swiginie pata ira S.n'd ws oe oes Sete ww Dee alae less than 4,000,000 


Sales in the first and fourth quarters were fair, those 
of the third quite satisfactory and those of the second 
quarter small. It was particularly unfortunate that the 
Czechoslovakian crisis came when normally Christmas 
stocks are bought. Late in the year Sir Ernest Oppen- 
heimer stated that hereafter the Company would not 
limit its sales to big buyers and important brokers but 
would give equal consideration to smaller firms and 
cutters as buyers, giving them the 1% brokerage fee. 
No changes in the qualities offered nor in prices are 
expected. 


CUT MARKET 

The cut market was adversely affected by the series 
of political crises in Europe, the Chinese-Japanese and 
the Spanish Civil wars and the market crash in the 
United States. In consequence, sales were not much 
more than half those of 1937. Due on the one hand to 
the firm prices of rough and the increased cost of cut- 
ting (caused by increased wages and shorter hours) 
and on the other to the sales resistance to increased 
prices for cut, the master cutter’s margin of profit was 
unsatisfactorily small. The principal demand was for 
small goods, often of mediocre quality, but there was 
also a small but steady demand for fine large stones 
for investment. 

Late in 1937, the prices of some small mediocre cut 
was off 5 to 10%, due to the forced sales by over- 
extended brokers, and prices in this class did not firm 
until May, but by August had regained 5 to 15%. The 
prices of such goods remained firm during the Czecho- 
slovakian crisis and thereafter till December when they 
were down to 3 to 5%. Prices at the year end were at 
or slightly below the January price. Large, fine dia- 
monds were firm in price with an upward tendency 
throughout the year. 


UNITED STATES IMPORTS 

While the United States is relatively a less important 
purchaser of diamonds than formerly, it is still the most 
important buyer of both gem and industrial stones. 
Unfortunately 1938 was a bad year in the United States 
and jewelry sales were off about 15% from 1937. A 
number of American diamond buyers visited Antwerp 
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and Amsterdam particularly in the last half of the year, 
but American stocks are still small. 

In 1938, diamonds, cut and uncut, of jewelry grades, 
accounted for 85.1% of the U. S. imports of all precious 


——— 





The material presented in this article is only a brief 
summary of a much more elaborate and detailed report 
which has been prepared by Mr. Ball covering every 
phase of the diamond industry in 1938. The complete 
text of Mr. Ball’s report, which includes many detailed 
tables of production, consumption, sales and prices, has 
been printed in booklet form for distribution to those 
readers of JEWELERS’ CIRCULAR-KEYSTONE who may have 
use for the complete data. 

A copy of the booklet will be sent, without charge, to 
anyone engaged in the jewelry industry by merely mak- 
ing a request for it upon his business letterhead. 

Requests should be addressed to JEWELERS’ CircuLar- 
Keystone, 239 W. 39th St., New York, N. Y. 











stones, pearls and imitation stones. If imitation stones 
are excluded, diamonds amounted to 94.6% of gem 
imports. 

The value of diamond imports excluding industrial 
diamonds was $24,094,001 as against $37,590,059 for 
1937, and was slightly less than half the amount of 
imports in 1929. Imports of cut stones in the year fell 
off 43% compared to 1937 and imports of rough de- 
creased by 8.4%. 

The average value per carat also was less, being 
$51.42 for cut in 1938 against $57.68 for the preceding 
year, while the average price of rough was $77.53 per 
carat in 1938 and $79.51 in 1937. 

Figures of imports for 1937 and 1938, excluding in- 
dustrial diamonds, are as follows: 


Total Imports by Months for Year 1938. Cut But Not Set and 
Rough or Uncut Diamonds 


Cut, But Not Set 


Per Carat 
Carats Value Price 
PPR ccavcavenscrxenearee vend 18,324 $1,060,719 $57.89 
NS TT CET eee 19,797 1,022,848 51.67 
BS, 5 rcs giana is hla RBar aa 18,700 968,436 51.79 
OS Pere eee ee Tee Eee ee 13,931 847,073 60.80 
SE: -is ptaaKee Ti ceenanvesiwasiewas 15,962 811,671 59.85 
er te ee rr eee 18,591 893,953 48.09 
SE iciodt in weiaebiaa sae ew eae 28,143 1,440,885 51.20 
OS OO OORT 39,912 1,999,885 50.11 
re ee ee 43,253 2,281,542 52.75 
NE iad: athe oe Se ye be ae TS 33,407 1,819,133 54.45 
CeO Tee 40,819 1,826,948 44.76 
EE Sc eoSiws oy 0 buRee dees 40,086 2,043,749 50.98 
oo | Se a aoe 330,925 $17,016,842 $51.42 
Rough or Uncut 
Per Carat 
Carats Value Price 
ECO T ORE CCT OTe 523 $63,370 $121.17 
CCR 6,754 564,538 83.59 
SE © cicicte Ghee emie aa as aie aie aaapaikce ae 6,495 537,134 82.70 
OS RR er rr ee ee eee 7,770 875,677 112.70 
BE techie ihe a iteat ate ctabiiel 21.092 1,201,830 56.98 
ne eT nee panne ee 2,070 159,196 76.91 
Serer re Peer 9,153 598,792 65.42 
EC PCC TERE PEC 4,126 365,601 88.61 
ET ene ies ces seewnes conan’ 8,096 695,774 85.94 
EE is octal Oe o'edibd wie eee as 13,335 869,333 65.19 
DNS 5 xs 658 oa TN EMSRS 8,211 767,295 93.45 
IE ic cdo haeeoewee cose sivas 3,890 378,619 97.33 
I ieee cakes Vasher Res 91.515 $7.077,159 $77.33 


NOTABLE STONES 
The “Half Regent’’—so-called because the weight of 
this pear-shaped stone, 63 carats—is half that of the 
Pitt or Regent diamond—was sold at the Belgian dia- 
mond exhibit held in Stockholm in April. The reported 
price was 800,000 kroner ($204,640). The buyer in 
(Please turn to page 37) 
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PERIDOT 


alternate birthstone for August 


by ROBERT M. SHIPLEY 


President, Gemological Institute of America 


im is the gem peridot pronounced P 


A. In the United States it is called both per’-i-do and 
per’-i-dot. (The former is the French pronunciation of 
the word, the latter is favored in English dictionaries. ) 


Q.—Is the gem known by other names than 
peridot P 

A. Yes, it is sometimes incorrectly called “evening 
emerald.” Some mineralogists call the mineral chrysolite 
and others call it olivine. In the classifications of Gem- 
ological Institute of America, chrysolite is defined as 
the lighter, yellowish green variety of peridot. This 
variety should not be confused with chrysobery! of the 
same color, which is often incorrectly called chrysolite. 


Q.—What is the source of peridot? 


A. The principal source is the Island of St. John or 
Zeberged in the Red Sea. This island is owned by 
Egypt. It is the only source of the fine dark green 
variety in large sizes. New Mexico, Navajo Country of 
Arizona; Brazil; Queensland, Australia; Ceylon; and 
the Bohemian province of Germany furnish some ma- 
terial but no large fine gems. 


Q.—Is the supply abundant? 


A. No, many of the fine gems are recut from gems 
which were worn several centuries ago. Some of these 
ancient gems were brought back by the Crusaders, for 
the treasuries of great cathedrals. These were long 
thought to be emeralds. The mines on the Island of 
St. John are again being worked after having been 
closed for many years. The gems from other sources 
are seldom of fine color. 


Q.—What is the really fine color? 


A. A soft bottle-green which seems to lose the yellow 
tinge by night and becomes more like an emerald— 
hence the incorrect name “evening emerald.” 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for July, 1939 


35 





Amer. Museum of Natural History 


Q.—Are there any outstanding characteristics 
of peridot which I should know? 


A. Yes, peridot has an oily appearance, is a tough 
stone and because of its toughness the gem does not 
contain many flaws. 


Q.—Could not its toughness and freedom from 
flaws be used as sales tools by me? 


A. Yes, both of these are excellent selling points. 
Also, the fact that its color improves under artificial 
light. 


Q.—What is the hardness of peridot? 
A. Peridot is 614 to 7. 


Q.—Would this comparative softness affect its 
desirability P 

A. This is very much offset by its unusual toughness. 
It is a more durable gem than many harder but more 
brittle gems, and can of course be repolished when its 
facets become scratched. 


Q.—Is the peridot produced synthetically? 


A. No, there is no commercial synthetic peridot and 
the gem is seldom imitated. 


Q.—Are there any fine specimens of the gem 
in this country? 

A. Yes, in the Morgan collection in the American 
Museum of Natural History in New York and in the 
Field Museum in Chicago. 


Q.—What are some of the superstitions sur- 
rounding peridot? 


A. The ancients called it the gem of the sun. They 
believed that it would dispel the terrors of the night, but 
to exert its full power the gem should be set in gold. 


Q.—Is peridot a birthstone P 


A. Yes, sardonyx and peridot are the August birth- 
stones. 
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DOES MODERNIZING PAY? 
(From page 23) 


Modernization, as this field study shows, increases 
stock-turn, thereby increasing profits without necesgj- 
tating much additiona] capital tied up in merchandise. 
An increase in the rate of stock turn-over from 1.3 to 
1.9 times per year, which was the case with the 25 
stores surveyed, means speeding up the rate by 50 per 
cent, a substantial improvement, and enough to turn req 
ink into a substantial profit for many jewelers. 

Considering the fact that the jewelers reporting fig- 
ures for this research had varying sales volumes, oper- 
ated in different size towns, cities and locations and 
under different conditions, and that, as a group, they 
averaged a substantial increase in net profits after 
modernization, it indicates that streamlining is a profit- 
able investment for all jewelers, regardless of size or 
location. 

Whether a jeweler does $5,000 or more than $50,000 
yearly, the adequacy of his selling and servicing equip- 
ment has a definite relationship to profits. The com- 
parative statements shown here reveal definitely that 
jewelery profits rise when your modernize. 





The following questions have been answered by Murray M. 
Pearlstein, New York, expert on store equipment and lay-out, 
to whom J.C.-K. readers are invited to submit their problems 
of store arrangement, design, modernization, remodeling. In 
stating your problem please be explicit and include if possible 
a sketch or drawing of the exterior or interior area. Write Mr. 
Pearlstein in care of this journal, 239 W. 39th St., New York. 


XCESSIVE SILVER TARNISHING—We have 
recently had our wall cases refinished inside using 
clear shellac, spar varnish and flat varnish, the finish 
then being waxed. Fir paneling was used for the backs 
of the cases. Since putting silver into these cases it has 
tarnished so badly within a week’s time that we hardly 
know what to do with it. The paint was permitted to 
dry thoroughly and we have been leaving the wall cases 
open for the air to circulate but the difficulty still con- 
tinues. We will appreciate any suggestions you can 
offer. 

Answer—It is our opinion that the cause of the ex- 
ceedingly rapid tarnishing is the chemical reaction of 
the varnish and wax on the sap and turpentine content 
of the fir panels. Fir is a wood which has a large sap 
content and is rarely ever kiln dry. Our suggestion 
would be to replace the fir panels with press’dwood, or 
if it can be afforded, with a hard wood paneling such as 
maple or birch. 


HOW CASE ARRANGEMENT—I am thinking of 

remodeling the interior of my store which measures 
14 ft. in width. Would the arrangement suggested in 
your article in the May issue of Jewevers’ CircuLar- 
Keystone be satisfactory in my store, and approximately 
what would be the cost? 

Answer—The plan included in my article in the 
May number can very readily be applied to a store of 
the dimensions of yours. It is difficult to give you an 
exact figure as to the cost of the work since this depends 
upon the quantity and quality of equipment you desire 
to install and I do not know the type of store you oper- 
ate nor how much of your present equipment you wish 
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Local wage scales and variations in prices 


to replace. te z 
also make a variation cost between different 


of material 


localities. 
Roughly speaking, however, we should say that an 


pproximate cost of such a job as you outline may run 
a ; . ’ 
anvwhere from $1,000 up, depending upon the above 


factors. 


PEN DISPLAY—We want to build open displays 

in a space which is 21 ft. x 10 ft. with a 71, ft. 
ceiling. This we will use for pottery, glassware and 
other items which can be shown to best advantage in 
open displays. If necessary, we can use some tables in 
the center of the floor at the rear of our store. What 
do you suggest? 

Answer—aAlong the wall areas which I would leave 
as they are, build two tier racks with the first shelf 30 
in. from the floor and 30 in. in width, and a second shelf, 
44 in. above the floor and 12 in. wide. The space below 
the lower shelf can either be used for stock behind 
hinged doors or can be left open for still more display. 

For a center space of the gift area, build two display 
tables of three tier pyramid type. The lower shelf 
should be 24 in. from the floor and 36 in. wide; the sec- 
ond shelf 36 in. from the floor and 24 in. wide, and the 
third shelf 48 in. from the floor and 12 in. wide. 

This arrangement, we believe, will give you the maxi- 
mum display possible in the space at your disposal while 
still leaving adequate aisle space for store traffic and 


selling. 


DIAMOND INDUSTRY IN 1938 


(From page 32) 


some quarters was said to be Greta Garbo, in others 
Mme. Axel L. Wenner-Gren, wife of a Swedish indus- 
trialist. 

An unusually fine diamond valued at some $125,000 
appeared on the London market early in 1939. The 
story is that it some years ago belonged to the Khedive 
of Egypt and then weighed 250 carats. Sold in 1880. 
it was recut to a rectangular stone 114 x 114 inches 
weighing 106 carats. The Peace Diamond, a cushion- 
shaped heart, was also sold late in 1938 by a French- 
man, Sergeant Solomon Habib. During the summer of 
1938, several fine, large stones were sold in New York. 

Russian Crown Jewels to the value of $7,000,000 
passed to Poland on January 1, 1939. For treasures 
taken out of Poland, Russia in 1931 agreed to deposit 
as guarantee of payment 15,000,000 rubles worth of 
Crown Jewels. As the money was not paid, the jewels 
automatically became the property of Poland. 

Late in September, a poor Brazilian prospector, 
Clarindo de Souza, found a huge diamond in the Santo 
Antonio river in the municipality of Patrocinio, south- 
western Minas Geraes. It weighs 726.6 carats and is 
stated to be 2.84 inches by 2.26 inches by 1 inch. It is 
reported to be of fine color. If the figures are correct, 
it is exceeded in weight by but two other uncut dia- 
monds, the Cullinan and the Excelsior, and is a shade 
larger than the Jonker Diamond. The miner sold the 
stone to a broker for $10,000 who in turn took it to 
Rio de Janeiro in October where it was christened the 
“President Vargas.” The broker sold it to an exporter 
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A NEW EPOCHIN JEWELRY FASHIONS! 


L'OFFICIEL DE LA BIJOUTERIE & ACCESSOIRES 
now presents 


its new 3rd Edition of the coming styles: 


JEWELRY OF TOMORROW 


The largest contemporary presentation of modern 
designs and novel ideas for the jewelry industry. 


Designed to meet the artistic, technical and com- 
mercial exigencies of the times. 


Fully illustrated 
over 400 designs 


Created and printed in PARIS 


16 pages 


Subscription Rates: 

(payable in advance) 
Chromatic Edition 
(colors of objects): 
Annual Semi-annual Annual Semi-annual 


$30.00 $20.00 $40.00 $25.00 


Remittance may be made by ordinary check. Also, if preferred, 
by bank against delivery of the Edition. 


Photographic Edition 
(black and white): 


Free with annual subscription: 


Special exclusive designs for each subscriber (minimum 6). |{ 


Periodical bulletins of feminine fashions and other helpful 
services. 





INTRODUCTORY OFFER: 


Specimen copies of previous issues, Photo- 
graphic (Ist. & 2nd. Editions only): 
Single pages of designs, any 

is diay Boni te Sa aati OE $1.00 
Entire album — | complete 

Edition ee 


FULL DEDUCTION allowed of the 
above amounts with regular annual 
subscription. 











"OFFICIEL DE LA BIJOUTERIE & ACCESSOIRES 
8, Rue Murillo, PARIS (8°) France 
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for the reported sum of about £85,000. The latter con- 
signed it to the Dutch Bank Union (“Hollandsahe 
Bankunie”) of Amsterdam, in which city it will pre- 
sumably be cut. If it is as represented, this is the larg- 
est rough diamond ever found in Brazil. 


"SYNTHETIC" DIAMONDS 

At the Dallas meeting of the American Chemical 
Society, Mr. Llewellyn D. Lloyd, assistant to Prof. J, 
Willard Hershey, of McPherson College, Kansas, re- 
ported the production of synthetic diamonds at the 
latter institution. Much newspaper notoriety followed, 
Competent authorities later in the year tested the stones: 
most were quartz and the one which without doubt was a 
diamond was proved later to have been a natural rough 
diamond. 


TREND OF AMERICAN GEM DIAMOND CONSUMPTION 


Imports of diamonds into the United States vary 
directly with the business activity curve: less perfectly 
with the stock market trend. But notwithstanding these 
trends, the diamond consumption, as expressed in pur- 
chase per $1,000 of national income, has in the past 
twenty years decreased, perhaps even been cut in half; 
it is evident that the American, the trade’s best cus- 
tomer, is not putting relatively as much money into 
diamonds as he formerly did. In part, the small dia- 
mond imports of today reflect America’s relatively slow 
recovery from the depression following the “glorious” 
years of the late twenties. 

It is believed that the American woman desires jewels 
as much as ever and as she is a thoroughbred she wants 
real stone: she may wear “junk” jewelry, but she will 
replace it with real when she can. 

The cause of the retarded sales as we see it, is that 
only a certain percentage of the American income is 
available for luxuries and that the luxury dollar is now 
spent not alone as it was twenty or thirty years ago on 
gems, silks and furs but on autos, radios and cruises, 
as well. The diamond merchants’ competitors in luxuries 
vociferously shout the virtues of their wares: the dia- 
mond producer and the diamond merchant rarely ad- 
vertise. They stand aloof and expect their merchandise 
to sell itself. The consumer with money to expend on 
a luxury can scarcely be expected to seek out a kind of 
goods whose sponsors remain mute. 

Advertising in the jewelry trade has helped watch 
and silverware sales: dignified advertising should im- 
prove American diamond sales: advertising that em- 
phasizes the beauty of the stone, its scarcity, the ro- 
mance and sentiment attached to it, the one luxury that 
does not deteriorate with time. 





CORRECTION 


In this journal last month it was erroneously stated 
that exports of Swiss watches, movements and parts de- 
creased 24 per cent in 1938, when, in fact, such exports 
increased by one million francs. What decreased 24 
per cent were United States imports of such merchan- 
dise from Switzerland. The headline erroneously made 
it appear that this nation bought half of the watches 
Switzerland produced in 1938. The United States last 
year bought 49.7 per cent by quantity and 55 per cent 
by value of Switzerland’s total exports of finished watch 
movements for that year. 
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ODERN-MINDED as if established only the 

day before yesterday, Mermod-Jaccard-King 
Jewelry Co. of St. Louis this year is pridefully cele- 
brating the 110th anniversary of the establishment of 
the business by Louis Jaccard, who, in May, 1829, came 
to St. Louis from Switzerland. 

When Jaccard opened his little shop on the river- 
front, St. Louis was a two-street town of 6000, and 
Dakota, Osage and Missouri Indian watch-fires burned 
in the vicinity, the stagecoach was the fastest means of 
transportation, and the first friction matches were being 
sold at $5 a box. 

With Eugene Jaccard’s arrival from Switzerland in 
1837, the business became known under his name. By 
1847, when D. C. Jaccard arrived from Europe, the 
firm had become one of the greatest jewelry establish- 
ments west of New York, and pioneers from all parts 
of the Southwest made pilgrimages to St. Louis to buy 
jewelry, watches and articles made of pewter and 
bronze, silver and gold. 

The firm ot D. C. Jaccard & Co. was established in 
1864 by D. C. Jaccard and A. S. Mermod, both of 
whom withdrew as members of the senior firm of 
E. Jaccard & Co. The newer business was incorporated 
in 1883 as Mermod & Jaccard Jewelry Co., and in 
1897 it bought out E. Jaccard & Co., thus reuniting the 
two old houses. 

Looking through a yellow-leafed Jaccard ledger that 
was started in 1838 with its entries entirely in French—- 
not until 1842 do entries in English begin to appear in 
sufficient quantities to be noticed—we find not only a 
chronicle of styles of 100 years ago, but also a history 
of the times and their people. 

Une bague diamant, $35—a diamond ring; un crayon 
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The House That 
Jaceard Built 
Is 110 Years Old 


Left—Yellowed 1883 copy of St. Louis Post-Dis- 
patch, with front-page Jaccard advertisement of 
latest-style gold watches, priced from $35 to $190. 
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Above—Two pages 
from "Christmas 
Stories," a 36-page 
tabloid-size paper 
Jaccard's printed 
long ago. Besides 
jewelry it featured 
brass and plush 
goods and music 
boxes. Right — in 
contrast, a Jaccard 
ad of 1939. 
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THE WORLD’S MOST EXTENSIVELY AIR-CONDITIONED HOTEL 





34th Annual Convention 


National Retail Jewelers 


Association 


August 28 - September 1, 1939 


When in New York for the convention, 
stay at the Waldorf... choice of the 
leaders in the Jewelry trade. Here you 
will meet the men of your industry. 
You will have the opportunity to discuss 
with them all that is new and important 
to your work . . . and you will come 
away with many sound and profitable 
ideas that you can apply to your own 
establishment. 


You will be impressed by the comfort, 
the service and the luxury of your stay 
at the Waldorf. Waldorf rooms are 
spacious, yet have all the intimacy and 
charm of a private home. Waldorf 
meeting rooms, lobbies, restaurants 
and the Grand Ballroom are all air- 
conditioned. The restaurants offer every 
type of food and service, including 
popular-priced meals. 


Conveniently located, the Waldorf is in 
the very center of New York . . . within 
short walking distance of Grand Central 
Station, Fifth Avenue and Broadway. 


THE 


WALDORF-ASTORIA 


PARK AVENUE - 49TH TO SOTH - NEW YORK 











——— 





en or, $8—a gold pencil; un epingle, $7—a pin... , 
these are some of the French language entries in the 
ledger. In December, 1839, it is recorded that a Mrs, 
Atkinson paid $4.50 for a necklace of imitation pearls. 
She was designated as femme du general—wife of Gen, 
Henry Atkinson, U. S. A. 

The old custom of wearing the hair of a loved one in 
a locket is recalled by a charge of 37 cents “for setting 
hair in a heart.” Style notes of 1842, under the name 
of Miss Julia Chenie, include purchases of a gold 
buckle, with dove and gold chain, an emerald ring, a 
hair bracelet with gold clasp, a gold locket and two 
silver arrows. 

In this day of radio, there is an interesting entry of 
une musique a deux aires, a music box with two tunes. 
Probably the last word in music boxes was one with 
eight airs, sold to another customer. Among other pur- 
chases of the day were “a patent rising watch,” a 
double case gold watch for $150, a gold guard chain, 
and a bouquet holder. 

Trade began to come from a distance in the 1840s, 
Bishop Loris, of Dubuque, Ia., bought ‘“‘a diamond to 
cut glass.” Galena, and Shawneetown, IIl., and New 
Orleans, La., are among many other distant places 
listed on the store’s shipment records. 

St. Louis University, first called the College de St. 
Louis, opened its doors in 1829, the same year Louis 
Jaccard entered business in St. Louis. Silver spectacles, 
watch crystals and pencils are among its purchases at 
Jaccard’s. The Ladies of Menard Academy purchased 
a silver tumbler in December, 1840, two dozen spoons, 
and had one spoon mended. In the account of the Con- 
vent of St. Charles is a gold finger ring for $3.6214 
and a silver finger ring for $2.6214, while the Soeurs 
de Charite have in their account the cleaning of a music 
box and a new case, two bunches of gold beads, and 
four thimbles at 50 cents each. 

Prospectors, returning along the Santa Fe trail from 
the Western gold fields, stopped at Jaccard’s to have 
their nuggets made into lovely creations for the folks 
back home. 

Down through 11 decades on the books of Jaccard’s 
come the names of St. Louis families and of St. Louis 
institutions, and the social history of the city and its 
environs is to be found in this splendid old firm’s rec- 
ords. From the pages of successive ledgers can step 
St. Louisians of Civil War days, of the Reconstruction 
Period, of the Gay Nineties and of our own time. 

In 1939, Jaccard’s, St. Louis’ oldest business estab- 
lishment, is recognized as one of the finest jewelry 
stores in the Middlewest. Though its history covers 
more than a century, the firm yields to none in enter- 
prise, imagination and energy and stands as a model 
of modern merchandising. 





A revised edition of “How to Put the Win in Win- 
dows” has just been published by the Dennison Mfg. 
Co., Framingham, Mass. Representing a considerable 
improvement over the first edition, it contains 21 dis- 
play ideas in full color, together with down-to-earth 
instructions on making simple, unified displays, a chart 
of holiday and seasonable color combinations, a color 
wheel, and principles of design. Ten cents, from Denni- 
son’s or most stationers. 
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FLIES DIAMONDS ACROSS OCEAN 


NCE in a blue moon occurs an event so outstand- 
ingly noteworthy that it becomes a prime topic of 
conversation for everyone. The merchant who can use 
that event to promote the sale of his goods adds the tre- 
mendously powerful leverage of ready made public in- 
terest to his selling efforts and makes them enormously 
more effective. 
Such a leverage was skilfully applied recently by the 
retail jewelry firm of M. Greenebaum & Sons, Baltimore. 


How M. Greenebaum 
& Sons told readers 
of Baltimore newspapers 
about their shipment of 
diamonds sent from 
Europe via the maiden 
westbound flight of the 
Yankee Clipper. 





Taking advantage of the wide publicity about the in- 
auguration of Trans-Atlantic commercial transport 
aviation, this enterprising firm had a package of dia- 
monds sent to them aboard the first westbound flight of 
the Yankee Clipper from Europe to America—the first 
time that diamonds had ever been imported by air or 
an air shipment of them made across the ocean. 

These diamonds were at once placed in settings and 
featured in a 5-column 18-inch advertisement offering 
to the public jewelry made from these stones which, in 
addition to their intrinsic value have the unique and add- 
ed. interest of having made the first commercial air- 
flight across the ocean. 

Greenebaum’s skilful tying-in with this pioneer event 
will undoubtedly bring not only a gratifying immediate 
volume of sales, but additional worthwhile prestige. 











MILLIONS of movie-goers recently saw natural pearls featured, 
as a part of the campaign of the Bureau for Natural Pearl Infor- 


mation, in the "fashion page of the screen,” conducted by Vyvyan 

Donner for Fox Movietone News. Six John Powers models wore 

two-, three- and five-strand necklaces of natural pearls, enhancing 

their own loveliness and the latest styles in cotton evening gowns. 

Particularly interesting was the three-strand style, with diamond and 
pearl bows caught on either side of the neck. 
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HONESTY is not a virtue 


... itis good business! 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Plati- 
num, and Gold obtainable. 

FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 


COOPER’S POLICY of fairness and ac- 
curacy continues unchanged . . . always 
making new friends. 





JOSEPH B. COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N.Y. 


Our Reputation Is Our Success 











THE YOUNGER MAN’S 
OPPORTUNITY 


Your future will depend on the knowl- 
edge you acquire today. Gemology 
affords you the opportunity to obtain 
accurate, scientific knowledge at a mini- 
mum of time and expense. 


The A.G.S. courses include: 


Gemology Diamonds 
Jewelry Precious Metals 
Silverware Diamond Grading 
Salesmanship Window Display 
Buying Bookkeeping 
Advertising Stockkeeping 
Turnover Profit and Loss 


Graduates of these courses are prepared 
for Registered Jeweler A.G.S., and 
already employers show a marked prefer- 
ence for their services. 

Investigate these courses which will be 
the basic requirement for the jeweler of 
tomorrow. 


AMERICAN GEM SOCIETY 
541 So. Alexandria Les Angeles, (alif. 

















August Advertising Aids 


O NLY May and June exceed August in the num- 
ber of marriages, so next month will be a ring- 
and gift-selling time of importance to the trade, be- 
sides having many other special merchandising oppor- 
tunities. This collection of ads, clipped from the 
papers last August, may help you plan your advertis- 
ing campaign for the coming month. In a magnifi- 
cent institutional ad, Ross Jewelry Co., Washington, 
dramatized the wrist watch as an amazingly delicate 
power plant. . . . Broer-Freeman Co., Toledo, used 
an effective line-cut to show flatware. . . . George T. 
Brodnax, Inc., Memphis, chose August to feature 
jewelry restyling . . . repairing wet watches was well- 
timed by Goldstein, Swank & Gordon Co., Worcester, 
Mass. ...S. & N. Katz, Inc., Baltimore, and Arthur 
A. Everts Co., Dallas, selected appealing headlines 
for bridal ring ads. . . . Michaels, New Haven, Conn., 
staged its annual clearance sale. . . . Albert S. Sam- 
uels Co., San Francisco, devoted three columns by 15 
inches to waterproof watches. 








| New Brilliance 


FROM YOUR OLD JEWELRY 
AT LITTLE Cost 


Although 2 diamond never deteriorates, 
It does lose much of its brilliance and charms 
in an outmoded setting. Jewelry styles change 
as definitely as frocks or millinery. And it 
fen't safe either; because an old setting may 
not be secure! Let ut shew you how beautifully 
and reasonably we can transform your old» 
fashioned jewelry into an exciting new ring, 








EASY TERMS. fi 








Kemember your sole protertion lies in the reliability 
of the jeweler you choose, 





Out-of-Town Patrens—W rite for Kountings or Diamond 
Rings on approval. 


JEFFERSON AT 











White o- Nat, Cold Ring Mountings... .36 to $15 
Diamond-Set Cold Ring Mountings... $12 10 $50 
| Diamond Set Platinum Ring Mountings . . $15 to $300 





MOUNTING PRICES INCLUDE SETTING OF YOUR DIA 
MONDS BY EXPERT NIN OUR OWN BUILDING 


GEO. T. BRODNAX, Inc. 


One of America's Oldest and Largest Jewelry Houses 
MAIN AT MONROE, MEMPHIS, TENNESSES 








For the Day 
of Hter Dreams 


Exclusive. New Creations in 
S.&N. Katz Wedding Rings 
. 















































odern 


The 


iracle 


A tiny pocket power 
plant delivering 
00000000096 
Horsepower.... 


Poeece 96-hundredths of the billionth part of 
one—a figure so small it staggers the imagina- 
tion—and yet, a watch movement delivering 
this infinitesimal amount: of power faithfully 
ticks on, year after year, driving the hands of 
your watch} Isn't it obvious, then, that a mech- 
anism so delicately poised can fall out of balance 
and give erratic performance? That's why we 
give you the Ross Watch Service Bond with each 
watch you purchase—to protect you against the % 
minor mishaps that can happen to the miracle 
that is a watch—to insure you of expense-free 
service. 

There is no extra charge of any kind for the Ross 
Watch Service Bond! 





me 


it @ ppwer plant in wie (| 
xtry, capable of deliver ! 
0,000 and 200,000 horicpower. 





THE WAM TON CARLISLE......ccccee cereereereneee 


A masterpics> of design and engineering—with the famous Hamilton Elinvar haite 





spring ¢ Rich coin gold-filled 
lined in» mod fern design—17 jewel moyement, The Ross Watch Service Bond is 
of course inchided. 


ow greater than ever accuracy case, stream 








DEFERRED PAYMENTS (ARRANGED—NO EXTRA CHARGE =— 


ROSS 


1331 FST. Cplicwans 


Copyright—1938—The Ross Jewelry Ca, 
— == | 








| THE HOUSE OF “LUCKY” WEDDING Rixcs 











ZA ‘ 


Fisherman’s Watc 


... waterproof, shockproof 


$27:5° 


Terms, $2.73. month 





watch for any and all purposes” 
whére durability is required, 


Far be it from us, respecting 
the traditions of the watch- 
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Now In Progress! 


maker's trade, to recommend 
dousing any watch in water, 
or subjecting it to falls or ac- 
cidents, 


Here’sa watch so scientifically 
cased as to exclude moisture 
even if you submerge it all day 
=a watch capable of *with- 


MICHAELS 
Annual August 


CLEARANCE 
¥3 wo 2 OFF 


on desirable 


But if you must forget to re- —_standing_bumps and shocks 


move your watch when you —_ a watch witha special resilient 
go swimming, or if you insist balarice, unbreakable glass, , 
on brushing it off the dresser 
in your morning haste—well, 
here's one that can take it. 


patented split stem. 

Now featured at Samuels’ 
stores at $27.50 on easy terms 
of less than $1 a week. Mail 
orders sent on approval. Try 


The perfect vafation watch— 
the fisherman's watch, the 
high school boy's watch—the 


SAMUELS 


one. 


merchandise 
throughout the store 
Michaels 
JEWELERS — SILVERSMITHS 


926 Chapel Street at Temple 879 Market Street (opposite Powell) San Francisco 


Broadway at Seventeenth, Oakland 
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When you have a lot of 


OLD GOLD 


isn’t it reasonable to assume 
that a refiner who needs gold 
—silver—platinum for man- 
ufacturing of gold plates, sol- 
ders, wires, etc., will pay 
what it is worth? 





DEE & CO. 


is well out in front. The 
thousands of shipments from 
all parts of U. S. A. continue 
to come because— 


DEE CHECKS SATISFY 





Send your lot today 





/Yeecious 
DOWNTOWN OLO GOLO 
OFF 
ace ke) ae 


< DE E & & CO. 
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+ 
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PEARL TRYLON AND PERISPHERE—A remarkable exhibit of cul- 
tured pearls is provided at the New York World's Fair by the 
Imperial Pearl Syndicate who, in the Consumers Building, are show- 
ing a model of the trylon and perisphere constructed entirely of 
Imperial pearls numbering approximately 235,000 and valued at 
$2,000,000. The structures of the trylon and perisphere are com- 
pletely covered with pearls and the fountains playing under the peri- 
sphere are simulated by grouped strings of pearls arranged beneath 
it. The whole is displayed on a model of the area immediately 
surrounding the theme center, with the ramp leading down from 
the perisphere and the surrounding walks made of mother-of-pearl, 
and the trees and shrubbery of carved pate. 


IT'S A STYLE-CONSCIOUS AGE 


by Jacques Kreisler, Pres., Jacques Kreisler Mfg. Corp. 





IMES always have been changing, and fashions have 

altered with them, but in recent years style has 
rapidly been getting more and more important—and to- 
day it has become one of the most predominant factors 
in sales success. 

Many manufacturers of all kinds of merchandise are 
well aware of this fact, and their combined striving to 
introduce constantly advanced design has made the public 
even more acutely style-conscious. 

Just what is the present-day trend, since the public 
is so style conscious? Is it merely a matter of “stream- 
lining’ everything? Or must it have some peculiar 
shape that can be dubbed “surrealism”? Neither in itself 
is the answer. For the most part it is a matter of a 
simple kind of smartness—not too much decorative fuss 
or cumbersome frills. Yet there is an abundance of 
variety, with novel touches, that can be effectively de- 
veloped in fundamentally modern creations of almost 
classic simplicity. Certainly a thing can be both stylish 
and in good taste. 

Of course, novelty in itself is important—but if it is 
to be something more than a brief fad that will exhaust 
itself in a few fleeting weeks, it must be really handsome 
and basically desirable. If it also has practical or use- 
ful advantages, so much the better. 

Yet, even with kitchen supplies or automobiles, style 
sells many things whose real purpose is utilitarian. How 
much more important, then, is the matter of style in 
jewelry—whose main purpose is adornment. And while 
we re speaking of style, let’s not forget that men as well 
as women are fashion-wise nowadays. Consider the at- 
tention that is given to style in men’s suits, hats, and 
haberdashery. 

A progressive jeweler’s windows should be kept up to 
date as a “fashion-spot” for both sexes and the style- 
note should be kept well in mind at all times, in buying, 
and in promoting the sale of merchandise. 


”? 
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GIFTWARES THAT LEAD 


CHICAGO GIFT SHOW 


PALMER HOUSE 
July 31 to August 11 


EASTERN MANUFACTURERS AND IMPORTERS EXHIBIT: INC 


A. STANLEY BRUSSEL, President - $.CRAIG PRESTON, Vice-President - GEORGE F. LITTLE, Managing Director - 220 Fifth Avenue, New York 
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N. W. J. A. CONVENTION 
(From page 27) 


in various districts. Running through 
them all was the keynote of closer as- 
sociation and cooperation with local re- 
tailers, with particular emphasis upon 
attendance at retailer meetings and the 
cementing of closer and friendlier rela- 
tions between the groups through social 
activities sponsored by both. 

From Roy Moore, committeeman in 
Atlanta, Ga., came the suggestion of 
paying especial attention to watchmakers 


ARTHUR P. 
CARE 
E. W. Reynolds Co., 
Los Angeles 


“" . . Closer co-op- 
eration with retail 
jewelers.” 


and helping to improve conditions in the 
watch repair industry, with the reminder 
that many of today’s important jewelers 
were formerly watchmakers at the bench, 
and that the watchmakers’ problems are 
close to their hearts. 

In Mr. Care’s own district, as in sev- 
eral others, wholesalers are cooperating 
with retailers to combat the industrial 
catalog selling evil in the jewelry field 
—a problem which today appears to be 
one of the greatest headaches of the re- 
tail jeweler, if not his worst. 


© © 


ee ANY manufacturers seem to have 
become indifferent or careless in 
recent years,” said Herbert C. Schwab, 
Cincinnati, “as to how their products are 
distributed, and are not cooperating with 
the wholesale trade to foster the orderly 
distribution of goods through legitimate 
channels. I refer especially to the evil 
of wholesale-industrial catalog selling. 
I realize that this is a difficult problem 
to eradicate, but jewelry manufacturers 
can, if they choose, be sure their sales 
policies at least will not deliberately 
contribute to the development of unfair 
methods of distribution. It is not diffi- 
cult for a manufacturer to find out how 
his customers or prospects are selling 
their goods and it is only a question of 
whether the manufacturer can see the 
wisdom and justice of eliminating cer- 
tain types of his wholesale customers 
and is willing to give up this small per 
cent of his volume in the name of fair 
play and for his own self preservation. 
The manufacturer has a legal right and 
we believe it is his moral obligation to 
those wholesalers and retailers who are 
promoting the sale of his product by 
legitimate means, to refuse to sell to 
anyone who does not distribute his mer- 
chandise in accordance with recognized 
standards of wholesaling. 
“Every sale of jewelry made by a 
wholesaler or those pretending to be 
wholesalers, to the consumer, whether 





direct or indirect, whether over the 
counter or through catalogue, means just 
that much less for the legitimate retailer, 
and so for the regular wholesaler. So 
it is up to the manufacturer to decide 
on what side of the fence the grass looks 
greenest. 

“Here are a few questions that legi- 
timate wholesalers should ask every 
manufacturer: 

“J. Is he interested in having regular 
wholesale distribution? 

“2. Is he interested in having the legi- 
timate retailer continue to handle his 
goods? 

“3. Is he willing to do something to 
help preserve both outlets and if so, 
what? 

“4, If he is not interested in the regu- 
lar wholesaler and retailer as outlets, 
how is he going to market his wares? 

“5. Can he sell enough to industrial 
catalogue houses and retailing wholesal- 
ers only, to enable him to operate his 
factory profitably? 

“6. Does the manufacturer believe that 
legitimate wholesaling and retailing will 
survive if he solicits and encourages the 
business of industrial catalogue houses, 
etc., thereby depriving the wholesaler 
and retailer of a good portion of their 
market? 

“7, If the manufacturer finds it es- 
sential to keep his regular distributors 
as customers, will it not pay him strictly 
from an economic standpoint to refrain 
from doing anything that adversely af- 
fects the sales of these customers?” 


© © 


“Vv IOLATIONS of the stamping and 
labeling standards fall into two 
classes,” said G. H. Niemeyer, chairman 
of the Jewelers Vigilance Committee. 
“One group are the manufacturers and 
wholesalers who, incredible as it may 
seem, are still actually ignorant of the 
stamping requirements and who need 
education. The other are the crooks and 
chisellers who must be brought into line 
by force.” 

Mr. Niemeyer explained how the Vigi- 
lance Committee has been dealing with 
both classes and how its work is pro- 


G. H. 
NIEMEYER 


Handy & Harman, 
New York 


“ 


ig Violations fall 
into two classes.” 


tecting the interest of the ethical con- 
cern by lessening the unfair competition 
of the producer whose marking or label- 
ing is misleading. 

Misrepresentation by suggestion seems 
to be a favorite method among concerns 
which attempt to make their products 
appear of better quality than they ac- 
tually are, such as naming inexpensive 
alloys, “platinoe,” “silvore,” “goldine,? 


and the like, or describing an article as 
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having “gold finish” when actually the 
only thing that the finish has in common 
with gold is the color. 

The Federal Trade Commission has 
specifically ruled that trade names which 
misleadingly simulate the name of a pre- 
cious metal may not be used and the 
Vigilance Committee has been able to 
put a stop to such things when they 
have been brought to their attention. 
Mr. Niemeyer invited the cooperation of 
all members of the trade in reporting 
any such instances that might come to 
their notice, and urged that in making 
purchases everyone be careful to see 
that the goods are stamped exactly as 
stated in verbal representations and that 
the quality mark be accompanied by the 
name or trade mark of the manufac- 
turer. 


© © 


66[.JOW do jewelry wholesalers and 

retailers feel about the frequency 
of new items and the staging of sales 
promotions by manufacturers,” was the 
theme of the report of the committee 
on wholesaler-manufacturer _ relations, 
headed by R. Dix Edwards, of Edwards, 
Ludwig, Fuller Jewelry Co., Kansas 
City, and presented for Mr. Edwards, 
who was unable to attend the conven- 
tion, by H. L. Carpenter, of the Albert 
Walker Co., Providence. 

“Manufacturer, wholesaler and retailer 
have all contributed to the problem of 
over-emphasis of new patterns and new 
items,” said Mr. Edwards’ report, “with 
the result that older lines become unsal- 
able and have to be closed out—not be- 
cause they have lost their usefulness but 
simply because most people want the 
new. 

“The favorite method of moving the 
older lines and patterns is the price 
comparison sale which recently has been 
staged so frequently as to be almost 
an epidemic. To get a true picture of 
the views of wholesalers and retailers 
on this topic, the committee submitted 
a questionnaire to members of _ the 
N.W.J.A., which disclosed some inter- 
esting facts. 

“Every wholesaler reported handling 
at least one line of goods on which such 
promotion sales had been sponsored by 
the manufacturers within the past year, 
and in 74 per cent of the cases such 
sales had been staged in two or more 
lines, many wholesalers reporting half a 
dozen or more. 

“Eighty-two per cent reported that 
these special promotions had increased 
their sales, 15 per cent that they had 
not increased their saies and 3 per cent 
did not know. However, although 82 
per cent reported increased sales, only 
50 per cent said that they had increased 
the net year’s profits. 

“The picture in the wholesale division 
was closely paralleled by the results 
among retailers, for, while 82 per cent 
of the wholesalers reported that their 
retailers had increased sales as a result 
of promotions, only 55 per cent stated 
that their customers had increased their 
net profits as a result. 

“It appears, therefore, that while these 
special promotions stimulate volume, 
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@ Nine years of persist- 
ent sales work, nine years 
of consistent market pro- 
motion, have resulted in 
gathering together here 
—under a single roof— 
the largest year-round 
concentration of gift 


wares in any building in 


lamps and shades, toys and novelties, im- 


ported and domestic gift and art wares— 


the world. 


China, glass, pottery, and silverware, 


Gift Show 


JULY 31- 
AUGUST 12 











it's all here, concentrated 


for your convenience, in 
one friendly building, in 
attractive, permanent dis- 
play rooms to make your 
buying pleasant, easy 
and efficient. 


See al] the new mer- 


chandise at The Gift Show—July 31— 
August 12. Pick the winners for your Fall 
and Winter business at Gift Headquarters! 


You'll see everything—save time and money! 








DINNER DANCE WEDNESDAY, AUGUST 2 


at The Merchants and Manufacturers Club in The Mart. 
Sponsored by The 15th Floor Merchandisers Club 





Free Souvenirs Given Away to the First 500 Buyers to Register 








dhe Mercuanvise Marr 


The World’s Biggest Buying Center e 


Wells Street at the River 





THE JEWELERS’ CIRCULAR-KEYSTONE 


for July, 1939 


47 








they are considerably less stimulating to 
net profits. 

“Commenting on the after-effects of 
promotion sales, 36 per cent stated that 
it had been difficult to get retail prices 
back to the regular level in selling the 
retail jeweler, and 47 per cent that it 
was difficult for retailers to re-establish 
their prices with the consumer, 33 per 
cent that they had found difficult com- 
petitive situations after the close of the 
promotions. 

“On the other hand, 55 per cent of 
the wholesalers said that they had had 
no difficulty in re-establishing regular 
prices to the retailer, although only 31 
per cent reported that retailers had 
found no difficulty in getting prices back 
with consumers as against 47 per cent 
reported that retailers had had such diffi- 
culty. 

“In general, 47 per cent of the whole- 
salers said that they had had some un- 
satisfactory reactions resulting from 
special promotions, while 53 per cent 
reported none. The same people replied 
that 32 per cent of the retail jewelers 
whom they served had found some bad 
reactions, that 48 per cent had found 
none, and 20 per cent did not have any 
information. 

“Summing up, 72 per cent of the 
wholesalers stated that they considered 
special promotion sales desirable, while 
28 per cent do not. However, among 
those favoring such promotions, the ma- 
jority emphasized the necessity of not 
over-doing them and of staging them 
only at off seasons or when surplus 
goods are available or a line is to be 
closed out.” 
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ee HY should the wholesaler have a 

voice in the manufacturer’s adopt- 
ance of and adherence to, a definite sales 
policy?” asked Charles A. Moore, of the 
Moore-DeGrazier Co., Dallas, Tex. “Be- 
cause,” he replied, “the wholesaler is 
the manufacturer’s sales representative 
and his fortunes are inevitably bound 
up with the policies and methods of the 
manufacturers he serves.” The efficient 
wholesaler, Mr. Moore pointed out, oper- 
ates more effectively and at a lower 
cost than the manufacturer himself 


CHARLES A. 
MOORE 


Moore-DeGrazier Co., 
Dallas, Tex. 


“, «. . Wholesalers 
should have a voice.” 





could, and takes off the manufacturer’s 
shoulders, the problem of personnel, fi- 
nancing, warehousing, credits, collec- 
tions, etc., for a vast number of com- 
paratively small retailers’ accounts. Thus 
a manufacturer with perhaps 50 whole- 
salers gets a retail distribution which 
would require the handling of perhaps 
10,000 or 12,000 retail accounts with the 








consequent inevitable complication of the 
manufacturer’s organization and expense. 
The wholesaler, too, has a_ specialized 
knowledge of the people and conditions 
in his locality which is impossible for 
the manufacturer who may be far re- 
moved from that district, and such spe- 
cialized knowledge is often invaluable 
in determining sales policies, designs for 
goods, and the like. 

The 20th Century Fund, according to 
Mr. Moore, says in a recent report that 
the wholesaler performs a sound and jus- 
tifiable economic service which costs only 
about 1/5 of the total expense of dis- 
tributing goods from manufacturer to 
consumer, and net profits in the whole- 
sale jewelry field average only about 3 
per cent of gross volume which means 
less than 2 per cent of retail selling 
prices. 

The complete elimination of the whole- 
saler even if the manufacturer could do 
the job as economically himself and 
should pass along to the retailer and 
consumer the wholesaler’s entire profit, 
would enable him to reduce the price 
of his goods by only such a microscopic 
amount that the effect of price reduc- 
tions would be negligible. And_ the 
chances are that the manufacturer could 
not do the distribution job as cheaply 
even at the elimination of the wholesal- 
ers’ entire profit. 

“The wholesaler, therefore, has a right 
not to dictate to the manufacturer what 
policy he shall establish but to demand 
that every manufacturer formulate and 
adhere to whatever fixed policy the 
manufacturer himself may feel is best 
suited to his business. Only in this way 
can wholesaler and retailer know where 
they stand and gain the certainty which 
is essential to the orderly functioning 
of any business. The one respect in 
which the wholesaler should have a voice 
in the formulation of the policy is that 
he has a right to demand of the manu- 
facturer that his policy shall be such 
as not to let the unethical and unfair 
competitor injure the sound and legiti- 
mate distributor whether wholesaler or 
retailer.” 


o © 


URNOVER is important but its 

advantages are relative because of 
the varying cost of capital to different 
people and in different localities, is the 
belief of S. B. Reagan, Baldwin, Miller 
Co., Indianapolis. Moreover, turnover 
cannot be considered alone but tells the 
story only when looked at in connection 
with the amount of margin to the seller 
on each turn of his stock. 

In a further discussion of the topic, 
J. T. Montgomery of M. A. Meade & 
Co., Chicago, pointed out that in order 
to carry a full stock so as to adequately 
serve the retailer, which is the primary 
function of the wholesaler, it is often 
necessary to carry a certain amount of 
slow-selling merchandise which automati- 
cally reduces the turnover; and that the 
wholesaler, who, in his desire for quick 
turn-over, forgets this consideration is 
failing to do the job which justifies his 
existence. 


48 








ALES records that are really essen- 
tial, said James H. Hetzel of the 
Eisenstadt Mfg. Co., St. Louis, are de- 
partmentalized daily reports to depart- 
ment heads of purchases and sales com- 
pared with those over the same period 
for the preceding year; periodical re- 
ports to the men in the field, showing 
the standing of their accounts and their 
current sales as compared with the pre- 
vious year. All reports should be care- 
fully classified by types of goods. 

Such reports enable the heads of the 
business to control their buying, prevent 
samples from becoming obsolete, and 
show where to put more effort behind 
sales, since if sales begin to lag for 
some class of goods, this immediately 
becomes apparent. ‘ 

The cost is small, the information is 
a valuable business asset, and is helpful 
in coordinating the activities of depart- 
ments, 


© © 


é6 ANUFACTURERS are of three 
kinds,” said A. Blustein, Wash- 
ington, D. C., in discussing the question 
of what facts wholesalers should obtain 
about manufacturers before stocking 
their lines. 
“The first creates a branded line, na- 
tionally known, which has acceptance by 
the public and is backed by fixed poli- 


A. BLUSTEIN 


A. Blustein Co., Inc., 
Washington, D. C. 


*. « « ome Re. 
the btackbone of his 
stocks.” 





cies of prices and sales. The second 
makes non-branded, unknown goods and 
has no fixed sales policies. The third is 
merely an imitator who waits for an 
item to develop, then makes something 
‘just as good,’ more cheaply and sells 
it for less. 

“Goods of this third type may be tem- 
porarily profitable but not in the long 
run and the wholesaler who wishes to 
build a permanent prosperity for him- 
self will do well to make the lines of 
manufacturers in class No. 1 the back- 
bone of his stocks.” 


© 


66TNVESTIGATE thoroughly before 

granting credit and don’t sell at 
abnormally long terms,’ advised Roy 
Moore of Ewing Bros., Atlanta, Ga., in 
discussing means by which bad debt 
losses can be reduced. 

Over-eagerness by wholesalers to sell 
them often spoils formerly good retail- 
ers by educating them to bad habits as 
to terms and prices, or by over-loading 
them so heavily with goods that they be- 
come frozen, and are not able to meet 
obligations promptly. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for July, 1939 

















4+ 
3¢ 


THE MERCHA 


| ae ake 7 
‘V 














The graceful lines of the Lotus Leaf have inspired true artists 
for centuries. Today, this ancient design has been captured 
in a large, 15” serving piece created in shining chrome. Ideal 


for cold cuts, hors d’oeuvres, sandwiches, etc. Individual gift | 


box No. 5190. Net price per doz., $7.20. 





Fitting in the sunken center of handsome, wide 1114” shim- 
mering chrome tray, is a fluted crystalline compartment, creat- 
ing a tremendously effective serving dish for cheese and 
crackers or other temptingly arranged light snacks. Display 
and sell these easy Evercraft profit-producers! Individual box. 
Net price per doz., $7.20. 


Representatives in Attendance at 

New York-PHirapecpHia Girt SHow 
Room 436, BENJAMIN FRANKLIN Hore 
Aucust 21-25, Puivapecpnia, Pa. 


MERCHANDISE Mart Girt SHow 
THe Zancs Co., Room 1598 
Jury 31 to Aucust 12, Cuicaco, Itt. 


PERMANENT SHOWROOM—225 FirtH Ave. (Room 443) New York City 


BRAND NEW CATALOG of Evercraft gift creations in chrome 
JUST OFF THE PRESS! Get your FREE copy today! 





‘The EVEREDY CG. 


3 EAST STREET, FREDERICK, MARYLAND 





NEW YORK SHOWROOM: 225 FIFTH AVE. © CHICAGO: THE ZANGS CO.. MERCHANDISE MART 








| 
| 
| 
| 
| 
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CEYLONESE GEMS AT FAIR 


One of the most interesting spots to the jeweler in the 
New York World’s Fair is a little shop tucked away in 
a corner of the Consumers Building, where Jamaldeen 
Ahamed of Ceylon is showing a remarkable selection of 
star and other sapphires, star rubies and moonstones. 

Mr. Ahamed’s family has been in the gem business for 
some 400 years and he himself, for several years has been 
distributing gems to the European trade from his Euro- 









Jamaldeen Ahamed 
and Mrs. Ahamed at 
the entrance to the 


showroom at the Fair. 






Some of the rubies, 


emeralds, sapphires, 

cat's eyes and star 

stones in Mr. Ahamed's 
collection. 


pean headquarters. He is now seeking similar connec 
tions in America with importers and manufacturers. 

Some of the stones which Mr. Ahamed is showing are 
remarkable in both size and quality, and new additions 
to his stock are being received at frequent intervals from 
his connections in Ceylon where 200 members of his 
family are engaged in the production and distribution 
of these gems. 

Althoagh Mr. Ahamed is not offering his stones direct 
to retail jewelers, but only to importers and manufactur- 
ers, retailers who may be doing the Fair will find a visit 
to the Ceylon gem store well worthwhile. 


WATCHES FOR GOLDEN GLOVES CHAMPS 





The drive of the American jewelry industry to advance the sale of watches 
by their promotion as presentation awards was furthered recently at rhe 
close of the International Golden Gloves Tournament in Chicago, when 
"'Brooke'' model Hamilton strap watches were presented to |6 winning 
boxers from Europe and America. Photo shows Herman Hirsch, left, presi- 
dent, A. Hirsch & Co., and Jack M. Montgomery, right, sales manager, 
M, A. Mead Co., Chicago wholesalers, delivering equal parts of the order 
to Charles Bus, of C. D. Peacock Co., center, representing the ''Chcago 
Tribune'’ Golden Gloves committee. 
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Don’t Be a Hiteh-Hiker 


tributed to the campaign—and if your name isn't on 


HE Jewelry Industry Publicity Board is helping 
everyone in the jewelry business, manufacturer, 
wholesaler and retailer, large and small, cash or credit. 
You are getting the benefit—are you paying your way? 
These people are—they are the ones who have con- 


the list now, see that it’s added next month. Send 
your check today to the Jewelry Industry Publicity 


Fund, 22 West Forty-eighth Street, New York. 


contribution will help your business. 


Your 


These are the people who have contributed to the Publicity Fund up to June 20, 1939 


CANADA 


Toronto 
Johnson, J. W., Ltd. 


_ fee 
tehikan 
peiell's Gift Shop 


ALABAMA 
Birmingham 
Bromberg & Co. 
Montgomery 
Elebash Jewelry Co. 


ARIZONA 
Phoenix 
Arizona R. J. Assn. 
Rosenzweig, I., & Sons 


* ae 


Fre: 

Nielsen, Niel 
Hestaet Park 

Day A. 

Les “Angeles 

Slavick Jly. Co. 

Long Beach 

Lewis, C. C., Jly. Co. 
Ontario 

Wight, aed 
Pasaden 

Hall, . ——" Co. 
Vallejo 

Meyer Jewelry Co. 


COLORADO 


Denver 
Bohm-Allen Jly. Co. 
Syman Bros. Jly. Co. 


CONNECTICUT 
Hartford 
=. Henry, & Sons, 


Stevens, The Philip, Co. 


New Britain 
Le Witt, M. C. 


DIST. OF COLUMBIA 


Washington 
Kahn, A., Ine. 


FLORIDA 
Florida R. J. Assn. 


GEORGIA 


Augus' 
Schweigert, Wm., & Co. 
Atlanta 


Boone, John W. 
Holzman’s, Ine. 

Maier & Berkele, Inc 
Schneider & Son 
Columbus 

Elebash Jly. Co., Ine. 


IDAHO 
Lewiston 
Haines, Marion L. 


ILLINOIS 
Alton 


Brandenberger, Louis 

—_ E. H., Sons 
0. 

eit 

napp Jly. Co. 

Chicago 

Spaulding-Gorham 


ENGLAND 
on 


De Beers Consolidate: 
Mines, Ltd. 

Diamond Corporation, 
Ltd. 


CALIFORNIA 
San Francisco 
Pacific Goldsmith 


CONNECTICUT 
Seymour 
Seymour Mfg. Co. 
Waterbury 
American Brass (Co. 


GEORGIA 
Atlanta 
Ewing Bros., Ine. 
Southern Jeweler, The 


r ILLINOIS 
Chicago 


Ball, The, Co. 

Juergens & Anderson Co. 
Manheimer Watch Co. 
Millhening, J., Ine. 


E. St. Louis 
Zerweck Jly. Co. 
Moline 

Josephson, C. I., Jlrs. 


INDIANA 
Ft. Wayne 
Koerber, Robert, Inc 


IOWA 
Ames 


Tallman, L. C. 

Cedar Rapids 

Boyson Jly. Co., Inc. 
Des Moines 

Joseph, S., Sons, Inc. 
Sioux City 


Robinson, F. Ray 


KANSAS 
Fort Scott 
Prager, D., & Sons 
Junction City 
G G. 


City 
he s Diamond 


Top eka 
Wolf’s Jewelers 


LOUISIANA 
New Orleans 
Hausmann, Inc. 
White Bros. Co. 


MAINE 
Brunswick 
Francis, Stanton N. 
Portiand 
Merrill, J. A., & Co. 
Saco 
Twambley, Mrs. Inez 
Waterville 
Fortin, Dieudonne 


MARYLAND 
Baltimore 
Fetting, A. H., Co. 
Kirk, Samuel, & Son 
Lakein Jly. Co. 
Schwarz, H. J., Co. 
Easton 
Sturmer, E. D. 


MASSACHUSETTS 
Boston 
Shreve, Crump & 
Widmer, Frederick 
chburg 
Nathan, S. M., Ine. 
Lynn 
tetas Arthur 


Olympia Jewelry Co. 


MICHIGAN 
Detroit 
Retail Jewelers Research 


roup 

Wright, Kay & Co. 
Mt. Clemens 
Green, M. L., & Son 


MINNESOTA 
Duluth 
Raley & Co., Ine. 
ibbing 


RETAIL JEWELER CONTRIBUTORS 


Geary Jly. Co. 
Minneapolis 
Hudson, J. B., Co. 
Jacobs, 8., Co. 


MISSOURI 
Jefferson City 
Dallmeyer, Phil A. 
Porth’s Jly. Store 
Joplin 
Butterfield, H. G. 
Kansas City 
Diamant, A., Jly. Co. 
Emery, Bird, | eed Co. 
Goldman Jly. Co. 
Gray Jewelry Co. 
Jaccard Jly. Corp. 
Mace’s, Inc. 
Missouri R. J. Assn 
Helzberg’s Diamond 


op 
Robinsen, A., Jly. Co 


Pilcher Jly. Co. 

St. Louis 

Don Jly. Co. 

Drosten Jly. Co. 
Heffern-Neuhoff Jly. Co. 
Hess & Culbertson Jly. 


Co. 
Koke, Henry A., Jly. & 
Opt 


pt. Co. 
Kroner’s Jewelry Store 
ieee, Jaccard, King 


ly. Co. 
Nick] & Sons Jly. Co. 
Smith Jewelry Co. 
Selle Jewelry Co. 
Wehmueller- Hamilton 
dirs. 
Trenton 
Pennell, W. E.. Jly. Co 


MISSISSIPPI 
Jackson 
Le Grand Jly. Co. 


_ MONTANA 
Billings 
Koppe Jly. Co. 
Moore, Ray S. 
Great Falls 
Steller, Carl E. 


NEBRASKA 
Omaha 
Brown, C. B., Co. 
Combs, T. L., & Sons 


NEVADA 
Re 
Herz, R., Bro., Inc 


NEW HAMPSHIRE 


Concor 
Fickett, W. L.. Co. 
Stuart, Geo. W., Co. 


Rennie & Kassner 
Nashua 
de Montigny & Co., In 


NEW JERSEY 
Morristown 
Haimann, 
Red Bank 
Reussilles’ 
Ridgewood 
N. J. RB. J. Assn. 


Louis 


NEW MEXICO 
Albuquerque 
Mindlin, Frank, Co. 

ta F 


e 
Spitz Jly. & Gift Shop 
NEW YORK 


Hammond, Harlow K. 
Clifton Springs 
Bosshart & Morphy 
Gloversville 


a @&e & &. 

Black, Starr & Frost- 
Gorham, Inc. 

Cartier, Inc. 

Frisch, Edmond E. 

Kohn, Teo., & Sons, Inc 

Marcus & Co. 

Perry, Warren D., Inc 


Tiffany & Co. 
Udall & Ballou 
Oneonta 


Brigham, Russell E. 
ester 
Hr E. J., Ine. 


R . 
Wilcox, W. B., Co. 


rg 
Newburgh R. J. Assn. 
a 
Y. S. R. J. Asan. 


NORTH CAROLINA 
Asheville 
Carnenter- Matthew 
Burlington 
Neess, C. F. 
Durham 
Jones 4 Frasier Co 
Elizabeth City 
Selig, Louis 
Raleigh 
Neiman’s, Inc 


OH 
Cincinnati 
Andrews, The, Loring Co. 
Herschede, Frank, Co. 
Von Unruh, Henry W. 
Cleveland 


Hohensteine, M. D. 
Parma 
Ritzi, W. A. 
Tolede 
Armstrong, The. Watch & 

Diamond Co. 
Broer-Freeman Co. 

iter 


3 
Shibley & Hudsen 
OKLAHOMA 


Dunean 
Clayton, H. L. 


Oklahoma City 
Beatty, Jeff W. 
Clark, B. C., Jly. Co. 


Sayre 
Holmes, F. W. 


OREGON 
Oregon City 
Burmeister & Anderson 
Portl 


jan 
Heitkemper, F. A., Inc. 
oledo 
Miller Bros. 


PENNSYLVANIA 
East Pittsburgh 
Yenny, Walter J. 
Easton 
Bixler, 

Hazleton 

Engle, Sylvester Co. 
Mead 

Stone, 


Robert E 
Pittsburgh 
Wattles, W. W., & Sons 


Gran, John C. 

Hardy & Hayes Co. 
Philadelphia 

— Banks & Biddle 


Coaper. Fred J. 
Enright, John D. 
Kind, 8., & Sons 
Reading 

Diller, Wm. H. 


RHODE ISLAND 
Providence 
Tilden-Thurber Corp. 


SOUTH CAROLINA 
Anderson 
Cochran Jly. Co. 
Columbia 
8. C. RB. J. Assn. 
Sylvan Bros. 


SOUTH DAKOTA 
Rapid City 
Levinson, J. J. 


TENNESSEE 
Chattanooga 
Le Grand Jly. Co. 
Franklin 
Breese, C. C. 


TEXAS 
Beaumont 
Gem Jewelry “o 
Park, Sanky 
Corpus Christi 
Turner Bros. 


Dal 

Everts, Arthur A.. Co. 
Texas R. J. Assn. 
Lubbock 


Anderson Bros. 
rthur 


tonio 
MeNeel Jly. Co. 
t] 
Krezdorn, H., & Son 





man 
Tappan, Melrose 


ee AND WHOLESALER CONTRIBUTORS 


Eisomh. 4 

Mead, f° *% Co. 

National. "Jeweler 

Stein & Ellbogen 

Buss- Linthicum - 
Thorson 

Elgin 

Elgin National Watch 
Co. 


INDIANA 
Indianapolis 


Baldwin-Miller, The, (o. 


Bardach & Gran 
Goodman & Co., Ine 


KENTUCKY 
Louisville 
Gleeson Jly. Co. 


MARYLAND 


Stieff, The, Co. 


MASSACHUSETTS 
Attleboro 
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_— Metal Crafts 


0. 
Associated Attleboro 
Mfrs., Inc. 
Attleboro Refining Co. 
Balfour, L. G., Co., Ine. 
Bigney, S. O., Co., Ine 
Bliss Bros. Co. 
Doyle & Co. 
Finberg Mfg. Co., Ine. 
Fisher, J. M., Co. 
Guyot Bros. Co., , 
Hayward, Walter E., 


J. & L. Tool Co. 


Morse-Andrews Co. 
> 


P. & H., Inc. 

Richards, W. E., & Co., 
ne. 

Ripley & Gowan Co., 


Saart Bros. Co. 
Simmons, R. F., Co. 
Standard Jly. Co. 
Swank Products, Inc 
Sweet Mfg. Co. 


Watson, The, Co 
Wells Mfg. Co. 
Attleboro Falls 

Mason Box Co. 

Sturdy’s, J. F., Sons Co. 


Boston 
Albert’s, I., Sons 
Norling & on Co. 


Barrows, H. F., Co. 
Blackinton, R., & Co. 
Evans Case Co. 
General Chain Co., Inc. 
Hudson, The, Co., Ine. 
Le Stage Mfg. Co. 
Lindroth, A. L., Co. 
Peterson, L. S., Ca. 
White, The, Mfg. Co 
Plainville 
Plainville Stock Co. 
Whiting & Davis, Ine. 
Li 

E. Brass Co. 
Taunton Pearl Works, 


Waltham 
Waltham Watch Co 


MICHIGAN 
Detroit 
Traub Mig. Co. 
Pudrith, E. H., Co. 


MINNESOTA 
Ibert Lea 
Northwestern Jlr. 


MISSOURI 
Kansas City 
Edwards, Ludwig, Fuller 


Sly. Co. 
Kiger, C. A., Co., Inc. 
Meyer Jly. Co. 
Woodstock-Hoeffer Jly. 


Co. 
St. Louls 
Burke, James J., Co. 
Eisenstadt Mfg. Co 
Kansas City 
Mid-Continent Jir. 


, NEBRASKA 
Teeters, J. L., & Co. 


NEW JERSEY 
Maplewood 


Victoria 
Barnes, Bill 


Waco 
Armstrong’s Jlrs. 


VERMONT 
Brattleboro 
Vaughan & Burnett, Inc. 


VIRGINIA 
Charlottesville 
Keller & George 
Culpeper 
Jones, C. Roy 
Gate City 
Counts, J. A., Son 
Lexington 
Hamric & Smith 
Newport News 
Barclay & Sons 
Roanoke 


Benton Bros. 
Cohn, Gus 
Bridge, Ben 
Burnett Bros. 
os 


ne 
Dodson, Geo. R., Inc. 
Glascock & Milberg 
M. & M. Jewelers 


Sartori’s 

Tacoma 

— & Sons 

Walla. Walla 

Glimme & Cundiff 
WISCONSIN 

Antige 

Dabel, John H. 

Appleton 


Pitz & Triber 
enosha 

Dale, Thomas a 
Hubbard, C 


La Crosse 

Young, Ralph H. 

Madison 

Nelson, O. M.. & Son, 
ne. 

Wellintin, Wm., & Son 

Manitowoe 

Rummele, J. A., Co., Inc. 

Milwaukee 

Esser, Louis, Co. 

Fuch, Alf. W., Inc. 

Mae Jewelers, Inc 

Rank & Motteram 

Stark & Knobla 

Stecher, August H.. & 


Schwanke-Kasten Co., 


jab 
Anderson, A. W 
Haertl, Peter A 


Universal Chain Co. 
Newark 


Baker & Co., Inc. 
Carrington & Co., Inc. 
Felger, F. & F., Ine. 
Jabel RB ae Co. 
Larter & 

Shiman Mfg. “Co. 


NEW YORK 
Star Hing Mfg. C 
Star n g. Co. 
New York City 
—— Woronock & 


Inc. 
p ... "Mines, I 
American Gem " Pearl 


Bayardi Bros., Ine 
Belgard & 
ened H. R., & Sons, 


Berenson & Urbach, Ine. 
Bergman, Van Straten & 
Greenberg 








Spode Rose BRIAR 


Attractive display helps to make sales 
—but Spode quality makes customers. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave.,New York 


FALL LINE OF 
EVERLAST 


HAND FORGED 
ALUMINUM 








Blank, ogeeh 

Bram’s, D., 

Braunstein, Charles, Inc. 
Brecht, George F. 
Brenauer, Joseph B. 
Casse, A. J., Inc. 
Chalom, 

Cohen, Aby 

Cohn, Sigmund 

——. Charles H., & 


Cooper & Bras 

Corbett & Bortolone 
Cromur, Inc. 

Dave, bean w.. & 


Bros. 
De Frece Watch Co., Inc. 
Del Gatto, G., & Sons 
D’Elia, B., & Son, Inc. 
Diagonale & Sons, Inc. 
Dreher Bros. & Wider 
Drilling, James A., Co. 
Eitelbach, Walter, & Cu. 
Espositor, A. 
Franklin, Jules, Inc. 
Gem & Pearl Dealers 
Assn. 
Gentile, F. & L. 
Ginsberg, Kallman 
— Bros. Co., 
ne. 


c 
Gordon, Sol 
Graef, Jean R., Ine. 
Grinberg, P. Irving 
Gutenstein Bros., Inc. 
H. 8S. Import Co. 
Handy & Harman, Inc. 
Harber, W. J., Co., Ine. 
Heller, L., & Son, Ine. 
Heller-Hope Co. 
Heyman, Oscar, & Bros., 
Inc. 
Hoffman, Henry E. 
Jewelers’ Circular-Key 
stone, The 
Kastenhuber & Lehr- 
feld 
Katz & Ogush 
Kausman, Albert 
Keller, G. 
Kirkpatrick, Arthur H. 
Kittay & Blitz 
Klarsfeld, Jerome R. 
Koslow, Nat, Ince. 
Kramer & Ball 
Lamont, John, Inc. 
Lampl, Walter 
Landau, Bernard 
Lembeck, Edward, & 


ros. 
Levy, Michael, Jly. Corp. 
Leys, Christie & Co., 


ne. 
~ ~“ eaten 


ne. 
Loch, C. Frederick, Inc. 
Mastaloni, Anthony 
Maybaum Bros. 
May, Frank T., Co. 
Mayer, Hugo, Co., Inc. 
Mehrlust, J. 
Michel, D. M. 
Miller & Veit 
Mnuchin, A. 
Morris, Norman M. 
Most & Fogel 
Movado Watch Agency, 


Inc. 
—. Edward H., 


Nathan, 8., & Co., Inc. 
=" Watch Co., 


pogesten Bros., Inc 
— Albert, & Co. 


Reushein, Julius, Inc. 


Richheimer, Jerome 
Robinson & Sverdlik 
Rosenberg, Herbert 
Rosenberg, ~—- 
Sater, 

Scherer, R. 

Schmidt, Wm. V., Inc 
Silverman Bros. 
Somer, O. J., Co. 
Sommer, Chas. W., & 


Superior Gem Co. 

Tavannes of America 

Tishman, Maurice, Inc. 

Treibs Bros. 

Trifari, Krussman & 
Fishel 

Ullmann, Georges 

Winston, Harry, Inc. 

Wolleman, 0. 

Weed, J. R., & Sons, 

c 


ne. 
Wurmser, Roger 

Zell, Lucian M. 
Shiman Bros. & Co., Ine. 
Scheer, Ince. 

Eichberg & Co. 


0 
Cincinnati 
Albert & Seifert Co. 
Gerwe-Frohman Co. 
Gruen Watch Co. 
Klein Bros. Co. 
Schira_ Bros. 
Schwab, A. G., & Sons 
Oskamp Nolting Co. 
Cleveland 
Burdick, H. W., Co., 


Ine. 
Fieken, A. pm Co. 
Gross, J. E & Co. 
Merit Co., i 
Scribner & Loehr Co., 
Inc. 


OREGON 
Butterfield Bros. 


PENNSYLVANIA 
Lancaster 
Hamilton Watch Co. 
Philadelphia 
Aisenstein & Gordon 
Bechtel, Jos. B., & Co. 
Fulmer & Gibbons, Ine. 
Hurlburt, H. O., & Sons 
Lashof, Samuel, Inc. 
Milner, House of 
Sickles, Louis 


auese ISLAND 
Pawtucket 
Fuller, Geo. H., & Son 
Co. 
Providence 
A. & Z. Chain Co. 
Allen, John F., & Son 
Albert Mfg. Co. 
American Jewelry Chain 


0. 
Armbrust Chain Co., Inc 
Asieg, E. H., & Co., 


Aumemetio Chain Co, 
Baker, Est. of George M. 
Ballou, B. A., & Co. 
Barker & Barker 
Bridgeport Brass Co. 
Brier Mfg. Co. 

Brown & Dean Co. 
Bullard-Pickering Co. 
». & G. Mfg. Co. 
Carl-Art, Ine. 


+ og Brass & Copper 
0. 
Clark a Comte Co., Ine 
Cobb, % 
Conley & Biraight Co, 
Craven-Whittaker (Co., 
Inc. 
Dolan & Bullock 
Dunn Bros. 
Federal Chain Co, 
Freeman-Daughaday (Co, 
Felch & Co. 
Fraser, J. M., & Co. 
Fulford Mfg. Co. 
Genser Mfg. Co. 
Greene, Wm. C., Co. 
Griffith, R. L., & Son 
Hadley, Co., The 
Harvey & Otis, Inc. 
Heller & Co., Inc. 
Imperial Jly. Co. 
Jaeckel Mfg. Co., Inc. 
— Bros. Mfg. 


0. 

Kimball, R. H., Ine. 
Leach & Anthony Co. 
Levin, Leonard Co. 
Levy, N., & Co. 

Lind, T. W., Co. 
McAlpine, Edward B. 
McGrath, Thomas, Inc 
Manchester Silver Co. 
Manufacturing Jeweler. 


The 
nen Refining 
Co. 


Meller, Adolf, Co. 
Metal Finding Mfrs 
Assn. 
Micallef, A., & Co. 
Monocraft Products Co. 
Morrow,. Frank, Co. 
N. E. Glass Works 
N. E. M. J. & S. Assn 
Oval Mfg. Co., Inc. 
Pease & Curren 
Pilling Chain Co. 
Poole, Thomas S., In 
Providence Art Metal 


0. 
R. I. Mfg. Co. 
Rabinowitz, J. S., Co. 
— Copper & Brass 


0. 
Roland & Whytock Co 
Sammartino Bros. (o 
Samsan Co. 

Scoville Mfg. Co. 
Shepard, C. E. 
Silverman Bros. 
Speidel Corp. 

Stern, Louis, Co. 
Stierle, Paul, Co., Inc. 
T. & R. Jewelry Co. 
Troob & Degnan 
Universal Chain Co. 


Waller, A. E., Co., Ine. 
Watkins. D. M., Co. 
Westminster diy. Mfg. 


Co. 
White, J. J., Mfg. Co. 
TEXAS 
Dallas 


Rudberg, Leon, Jly. Co 
Shuttles Bros. & Lewis 
Tynes-Price & Co 


VIRGINIA 
Roanoke 
Fisher’s Supply House 


WISCONSIN 
Milwaukee 
Kilb-Beck-Kuesel, Inc. 


TWO GREAT CHICAGO GIFT SHOWS 


HE Chicago Gift Show, better known as the East- 
ern Manufacturers and Importers Exhibit at the 
Palmer House, Chicago, July 31 to Aug. 11, will house 
an international exposition of applied modernistic art 
from this country and from the four corners of the globe 
which will occupy the entire sixth, seventh and eighth 
floors with more than 200 exhibits. 
The exposition will show a wide range of articles 
for everyday use, as well as thousands of pieces of 
artistic merchandise which have the color tendency that 
is so prominent today in most everything that is made 


for the home. 


The buyers visiting this exposition will find everything 


for their convenience. 


Special care jas been taken 


for those wishing accommodations while visiting the 


exhibit. 


for one class of merchandise. 


Each and every room will be selected just 
Directories will be dis- 


tributed to those registering, containing information that 
will make it an easy task for the buyer to know just 
where and what special exhibit he may want to see. 
The Gift Industry has increased and developed so 
tremendously in the last few years that its percentage 
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of growth has probably surpassed all other lines of 
merchandise activities. This has helped to make the 
Merchandise Mart in Chicago a permanent exhibit the 
whole year through with noteworthy gift shows in the 
spring and fall. The dates of the forthcoming show at 
the Merchandise Mart are July 31 to Aug. 12. . 
Merchandise Mart, always wide awake and alert, is 
now a recognized center of activities in the gift field. 
Besides the many manufacturers, importers and direct 
factory representatives permanently located in Chicago, 
there are hundreds of others who go to a great deal of 
expense to arrange very elaborate displays twice a year. 


TO MODIFY SEALING WAX RULING? 


Percy K. Loud, secretary-treasurer of Wright, Kay & 
Co., 1500 Woodward Ave., Detroit, desires expressions 
of opinion from jewelers in all parts of the country 
about the Railway Express Agency’s requirement that 
jewelers’ packages must be sealed with wax. 

Many jewelers are convinced that whatever exper- 
ience has permitted the Post Office to operate without 
the sealing wax requirement during the last five or six 
years applies at least equally well to packages sent by 
Express. 

“If there is no valid reason for using sealing wax on 
Registered Mail, then by the same token we do not need 
it on Express,’ Mr. Loud believes. “If on the contrary, 
sealing wax is necessary on Express it would seem to 
follow that we should use it on Registered Mail.” 

J. H. Butler, traffic executive of the Railway Express 
Agency, 230 Park Ave., New York, has asked Mr. Loud 
for information concerning jewelers’ opinion as_ to 
whether the present sealing wax rule is losing business 
for the Express Agency, and for or against a modifica- 
tion in the rule. 

The traffic executive inquired of Mr. Loud: “How do 
you feel about a rule which would require wax sealing 
of jewelry where the value declared is over $50, and for 
shipments valued at $50 or less the only requirement to 
be that they are sealed with tape, glue or some other 
sealing method used by jewelers?” 

Replying to Mr. Butler’s letter, Mr. Loud suggested 
that this new ruling could be tried out for a year or so, 
and then either extended to higher valuation or rescinded 
—depending upon favorable or unfavorable experience. 

“Certainly there would be no very great risk involved 
in adopting this $50 valuation, and I have had a letter 
from our insurance company stating that the change 
would be very agreeable to them,” wrote Mr. Loud. 
“However, in order to be sure of this latter point I am 
writing to all of the insurance companies represented 
in the Block Policy Conference asking their opinion and 
advice as to desirability of such a change as you sug- 
gest. I realize that you naturally wish to use ordinary 
caution about promulgating a new regulation of this 
sort, but I do not begrudge the time necessary to take a 
few more weeks in securing the information desired.” 

Apparently the majority of jewelry stores would like 
the privilege of using Railway Express service, par- 
ticularly on shipments of comparatively small value, 
without the wax seal requirement. Many jewelers who 
chiefly ship cheaper grades of merchandise have no facili- 
ties for wax sealing and give the Agency none of their 
business. 
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THE NEW TREND 
IN RETAILING! 


In every line of business, the specialist reaps the 





profits. And in the retail jewelry trade today, the 
man who is enjoying the increase in business is 


the Certified Gemologist. 


Sell facts—scientific facts—facts which can only 


be obtained in the gemological courses. 


Pre pare as a 


CERTIFIED GEMOLOGIST 


'W rite for details to 


GEMOLOGICAL INSTITUTE OF AMERICA 


541 South Alexandria Los Angeles, California 








HERE'S A STERLING BUY 





No. 29 Salt and Pepper Set (3” High, 3 ozs. No Loading) 


$36.00 doz. Pair, Cost $420.00 per Gross, Net 


Our New Methods Mean Greater Values. Write Us on Your Promo- 
tion Needs. You’ll Get Quick Turnover, Bigger Profits. 


A. G. SCHULTZ COMPANY 


423 EAST LOMBARD STREET, BALTIMORE, MARYLAND 











DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 


by R. J. Rocers, F.G.A. 

Price $1.50 Postage Paid 
This new book of all gems gives complete definitions of 
every stone used by jewelers from Achates (ancient name 
and origin of Agate) to Zircon and Zonochlorite with their 
specific gravity, chemical composition, crystallographic 
origin, hardness, refractive index, etc. 
It is a valuable ready reference list for the retail jeweler, 
manufacturer, importer and lapidary. 


Cloth bound, 58 pages, 7 x 5% inches. 
The Jewelers’ Circular-Keystone 


Chestnut & 56th Sts. 239 West 39th Street 
Philadelphia, Pa. New York City 
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De Beers Start Great Advertising 
Campaign for Diamonds This Fall 





The most encouraging piece of news that the jewelry trade has had 


in years came late last month with the announcement that, beginning - 


this September, the DeBeers Consolidated Mines, Ltd., of Kimberley, 
South Africa, will begin an extensive diamond advertising promo- 
tional and publicity campaign in America’s leading magazines. 

The campaign, designed to increase the sale of diamonds, follows 
an intensive four months’ survey conducted in the United States on 
a national scale by N. W. Ayer & Son, Inc., who will also handle 


the advertising. 


The searching examination, the extent of which is indicated by the 
fact that the research was carried out in 52 cities in 27 states, among 
120 cash jewelers, 16 department stores and 98 credit jewelers, 
revealed the factors that enter into the sale of diamonds by various 
trade groups as well as the factors that enter into the diamond pur- 
chases of various income level groups of consumers. 

In each division the size of the “sample” taken was sufficiently large 
to give a true picture of the market as a whole, as proven by previous 


research experience. 

Among the vital statistics accumulated 
were data revealing the age, sex and 
general income level of customers served, 
which factors were foremost in motivat- 
ing their purchases, size of stones sold, 
preferred shapes and mountings, colors, 
preferred method of payment, changing 
trends within the trade relating to the 
handling of diamonds and a wealth of 
other valuable data. 

The consumer divisions of the survey 
included interviews with 4115 married 
persons; 2042 men and 2073 women. 
Again the geographic factor was con- 
sidered, as these calls were made in 42 

cities of 20 states. 
~The present attitude of these persons 
toward diamonds was determined, as was 
the extent of their new purchases follow- 
ing engagement and wedding and their 
desire for further ownership. 

As a means of lining up factual data 
on the future retail diamond market, 982 
undergraduates of men’s and women’s 
colleges throughout the country were 
questioned. 

The DeBeers company believe that this 
survey, first of its kind to be undertaken, 
answers many vital questions that have 
perplexed the American Jewelry trade 
for years. 

Valuable assistance in this study was 
rendered by the A. N. R. J. A. and the 
N. A. C. J. 

Every importer, wholesaler and retail 
jeweler in the United States should bene- 
fit directly from the campaign the De- 





Beers company believes. The problems 
of each have been taken into considera- 
tion in its planning. 


Full Pages in Color 


The initial set of advertisements that 
will open the campaign are now in prepa- 
ration together with comprehensive pro- 
motional and publicity plans. The ad- 
vertisements—full pages in color—reveal 
striking style and art technique that win 
instant attention. 

The advertising schedule, beginning in 
September, is the largest diamond cam- 
paign ever undertaken and has been 
planned to reach practically every man 
and woman in the country with sufficient 
funds to be considered a prospect, not 
alone for large diamonds, but for a full 
range of items in a jeweler’s stock that 
incorporate diamonds in their design. 
Magazines on the list as initially re- 
leased by N. W. Ayer & Son are Ladies’ 
Home Journal, Vogue, Harper’s Bazaar, 
Saturday Evening Post, Life, Time, New 
Yorker, Fortune, Town and Country, 
Country Life and Spur. 

The Diamond Syndicate, it will be re- 
called, this year became a contributor to 
the Jewelry Industry Publicity Board’s 
fund for publicizing jewelry in this 
nation. 





Granp Rapins—A trunk stolen from 
Albert S. Feiss, New York, was found 
June 20, stripped of $20,000 in jewelry. 
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Jewelry Factories’ Payrolls 
And Employment at 10-Year 
High during First Quarter 


Manufacturing jewelers’ sales during 
the first quarter of this year averaged 
30 to 40 per cent above last year, and re- 
tail jewelers’ sales gained 4 to 12 per 
cent during the same period, according 
to a recent survey by Dun & Bradstreet, 
Ine. 

The popularity of costume jewelry 
continues a prominent factor in the rela- 
tive showing of stores, although the re- 
covery in general business and the re- 
sulting increase in purchases of more ex- 
pensive types caused this to diminish in 
importance in recent months, the busi- 
ness analysts reported. 

Investment buying of diamonds was 
found to have expanded rather sharply, 
as is usual in times of international 
crisis, while the disruption of the Czecho- 
slovakian market has tended to increase 
purchasers’ costs in some instances, but 
also to throw more business in the way 
of American manufacturers of costume 
jewelry and glass stones. 

Sales figures of producers of jewelry 
and jewelers’ supplies, reported to the 
U. S. Bureau of the Census, were up 38 
per cent for the first quarter of 1939. 
Employment in jewelry factories during 
this quarter was the highest for any cor- 
responding period in the last decade. 
The index of the U. S. Department of 
Labor averaged approximately 91 per 
cent for the 1923-25 period, or 6 per cent 
higher than in the same three months of 
1938. Payrolls were also at a 10-year 
peak for the first quarter and almost 10 
per cent above the level of the previous 
year. 

“So far price advances have been re- 
sisted, but the trade is generally of the 
opinion that increases in at least some 
lines are inevitable,” said Dun & Brad- 
street. “Higher prices on glass stones 
brought from abroad, heavier import 
duties, the Federal restrictions on wages 
and hours, which will affect costs espe- 
cially during the latter part of the year 
when the production rush is on—all tend 
to exert pressure on quotations as they 
now stand.” 





Inpranapo.is—Constitutionality of the 
act creating the Board of Watchmaker 
Examiners is being tested in court. 
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Waltham Protects Prices in all 44 “Fair Trade” States 


All 3 Big U. S. Watch 
Makers Now Under 
Miller-Tydings Law 


A 100 per cent front against 
price-cutters was realized by the 
“Big Three’ manufacturers of 
watches in America last month, when 
the Waltham Watch Co., of Wal- 


tham, Mass., came under the Fair 


Trade banner. 

R. Bruce, advertising manager for 
Waltham, announced: 

“The Waltham Watch Co., Amer- 
ica’s first watchmaker, is establish- 
ing retail prices under the Fair 
Trade laws by executing contracts 
in all states which have enacted such 
laws. At the present time 44 states 
have Fair Trade laws. 


“The Waltham Watch Co. has adopted 
this new policy under the Fair Trade 
Acts with the view of protecting the 
retail jewelers against the injurious ef- 
fect of price-cutting, and this program 
is being carried out as rapidly as pos- 
sible by the signing of contracts be- 
tween the Waltham Watch Co. and its 
respective distributors, and the distribu- 
tors in turn having executed contracts 
between themselves and the retailers. 

“This policy accomplished, it will then 
be possible for the Waltham Watch Co. 
to enforce conformance by legal action, 
if such becomes necessary.” 

The contracts between the Waltham 
Co. and its distributors and between 
its distributors and their retail custom- 
ers were in effect June 15 in 36 States, 
the Territory of Hawaii and the posses- 
sion of Puerto Rico, and were being 
extended as rapidly as possible to the 
eight other Fair Trade States. 

Waltham’s contracts brought all three 
major American producers of watches 
into agreement on the — of price 
maintenance under the Miller-Tydings 
Law. Hamilton Watch Co. Fair Trade 
contracts are already in force in 31 
States and will be extended to several 
more mid-western States this summer. 
The Elgin National Watch Co. three 
months ago announced the extension of 
its Fair Trade contracts to all States 
with Fair Trade laws, having first issued 
such contracts in Illinois in January, 
1937 and shortly after passage of the 
Miller-Tydings Act in August of 1937 
issued contracts in several other states. 

The Waltham distributor-retailer con- 
tract is an agreement between the re- 
tailer and the wholesaler from whom he 
buys, binding the retailer not to directly 
or indirectly advertise, offer for sale or 
sell Waltham watches at less than stipu- 
lated minimum retail selling prices. Re- 
tailers are prevented from giving arti- 
cles of value in connection with the 
sale of Waltham watches, from making 
concessions such as coupons or trading 
stamps in connection with such sale, or 
offering for sale or selling any other 
merchandise in combination with Wal- 
tham watches. The retail sale of Wal- 
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This Agreement made in the State of 


the undersigned ‘'Retailer.”’ 


same general class produced of distributed by others, and the 
parties hereto desise to avail themselves of the benefits of the fart 


* trade act of the state of “Retailer's” address as shown below 





NOW, THEREFORE, in consideration of the premises, and 
the mutual benefits and obligations acccuing to and assumed by 
the parties hereto from and by the execution and delivery of thi 
Agreement, the parties hereto agree as follows 

1. “Retailer” will not (except as specifically permitted by said 
fair trade act), directly or indirectly advertise, offer for sale, ox 
scll any of such “Commodities” in said state at less than the 


m:nimum retail selling prices stipulated therefor by “Distributor 


The o 
utor” for the 
after designated in Schedyle A plus, in each sale, the amount of 
all sales and excise taxes applicable to such retail sale in said 


num retail selling prices stipulated by “Distrib 
mmodities in said state are those now or here- 





State. 


3 Distributor,” at any time and from time to time, on ten 
days’ wiitten notice to “Retailer may eliminate “Commodities 
<hedule A, and/or may add to said schedule, and stipulate 
um retail selling prices for additional “Commodities,” and 
inge the minimum retail selling price of any one or more 


of the “Commodities.” 






4. Whenever and as often as there shall be in effect in said 
state a fair trade contract in which the producer of any one or 
more of the “Commodities” stipulates a minimum retail selling 
price, or a retail selling price, therefor, each price so stipulated 





Distributor-Retailer Contract 


Controlling the Sale of WALTHAM WATCHES under the FAIR TRADE ACTS 
in all States, ard the MILLER-TYDINGS LAW 


Wlitnesseth: 

WHEREAS, the “Commodities” shown on Schedule A he shall be effective under this agreement so long as such fair trade 
attached, as such schedule shall be constituted from time to tir contract stipulating the same shall remain in effect in said state 
are, or may hereafter be, distributed under the trade-mark (s) and thereafter shall be effective under this agreement until 
brand (s) or name (s) of the producer thereof, or of “ Distribu changed by “Distributor” in the manner herein provided 
tor,” in fair, free and open competition with commodities of the 


IN WITNESS WHEREOF, the parties hereto have executed this Agceement on the . ickecetciheceds 


day of ‘ sony i 
G@& "<7, 
S26 Sel 
Retailer Distributor . 
Street City State Street ” City ~~ State 


, by and between the undersigned, “Distributor,” and 


5(a). The offering or giving of any article of value in con 
nection with the sale by “Retailer” of any of the “Commodities 
(b) the offering or making of any cencession of any kind what 
soever (whether by the giving of coupons or trading stamps, or 


otherwise), in connection with any such sale, or (c) the sale or 
offering fur sale of aay of the “Commodities” by * Retailer” in 
combination with any other merchandise shall constitute a breach 


by “Retailer” of article 1 of this agreement 


6. “Retailer” will mot, where statute or law pe:mits such 
restriction, sell any of the “Commodities” except to consumers 
for use 


7. In addition to any other legal remedy, the pacties hereto 
may have the remedy of injunction to prevent or to enforce the 
discontinuation of any violation of this agreement 

8. This agreement may be terminated by either party on ten 
days’ written notice to the other but the termination by “Retailer” 
shall not affect the rights or obligations of either of the pasties 
hereto under the fair trade act of said state or by reason of any 
contract made pursuant thereto 


9. Any notice given under any of the provisions of this agree: 
ment shall be well and sufficiently given by delivering the same 
personally to the party hereto to whom it shall be addressed or by 
mailing the same in a scaled post paid envelope addressed to such 
party at its address given below. 


10. This agreement shall become effective on the . 


day of . ‘ ne) ae 








tham watches except “to consumers for 
use” is forbidden. 

The Waltham manufacturer-distributor 
contract prevents wholesale jewelers 
from selling Waltham products to any 
buyer in any Fair Trade State at less 
than the minimum wholesale selling 
price at that time stipulated therefor in 
such State by the manufacturer. Gifts, 
concessions and “combination selling” 
are likewise forbidden wholesalers. 


Order Restrains lowa Firm 
From Selling Oneida Products 
At Less than Fair Trade Prices 


Cevar Rapims, Iowa—Oneida, Ltd., of 
Oneida, N. Y., recently obtained a tem- 
porary injunction restraining George O. 
O’Brien, doing business as the Silver 
Co. and the Silver Corp., from publicly 
advertising for sale, offering to the pub- 
lic for sale or disposing of Community 
Plate and Tudor Plate at a price less 
than the price maintained by Oneida, 
Ltd.’s Fair Trade contracts with its 
authorized retail dealers. 

About a year ago, E. F. Kitendaugh, 
manager of Oneida’s legal department, 
called upon the Silver Co., after many 
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complaints of their price cutting, pur- 
chased their entire stock of Community 
and Tudor Plate, and obtained an agree- 
ment that neither the proprietor nor the 
Silver Co. would ever sell Community 
or Tudor Plate again. 

Affidavits of Oneida investigators later 
showed that the defendant had not lived 
up to this agreement. Mr. Kitendaugh 
came here and through W. J. Barn- 
grover, former county prosecutor, on 
May 25, secured a temporary injunction 
against O’Brien. Incorporation of the 
Silver Corp., a few weeks prior to his 
arrival, Mr. Kitendaugh alleged, was 
intended to avoid being bound by the 
obligations as to Fair Trade Act notices, 
etc., upon O’Brien and the Silver Co. 


A.N.R.J.A. INVOKES F.T.C. 


A case involving “wholesale-retailing,” 
and another of fraudulent advertising, 
both in interstate commerce, were pre- 
sented before the Acting Chief Examiner 
of the Federal Trade Commission, Ish- 
mael Burton, last month, by ANRJA 
Secretary Charles T. Evans and Wilson 
A. Streeter, of Bailey, Banks and Biddle, 
Philadelphia. On the advice of Mr. Burton 
written complaints are being prepared. 





Belgian Diamond Exhibit Opens 
At New York World's Fair 


Members of the trade were guests of 
Isidore Lipschutz, president of the 
Belgian Diamond Industry Syndicate, and 
president of the Class 89, Diamonds, at 
a luncheon given on the occasion of the 
official opening of the diamond display 
and manufacturing exhibit in the Belgian 
Pavilion of the World’s Fair on Friday, 
June 2, in the Turkish Pavilion restau- 
rant. 

The diamond exhibition is comprised of 
rough diamonds, shown by The Diamond 
Corp., Ltd., and polished diamonds shown 
by 22 Antwerp diamond houses. In addi- 
tion there are five displays of industrial 
diamonds and one of diamond manufac- 
turers’ materials. 
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BUCKLE AWARDS 
DEALERS, WRITE FOR CATALOG No.31 


F.H. NOBLE & Co. 


535-559 W. 59th St. 
CHICAGO, ILL. 
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HE accompanying map shows in per cent how independent jewelry store sales during May 1939 

compared with business in May 1938. On the basis of detailed reports from 859 stores in 27 states, 

the amount of business done in May 1939 was 12.4 per cent greater than that of May 1938, and 29.4 
per cent greater than that of April 1939—the latter, a better than seasonal gain. May was the 
third successive month with larger jewelry stores sales than a year ago. 

The splendid recovery in jewelry store operations carried THE JEWELERS' CIRCULAR-KEYSTONE's 
Index of Retail Jewelry Store Sales to 133.0, which is its highest level since June 1937, except for 
December of 1937 and 1938. The sales index was 118.7 for May 1938, and 141.7 for May 1937. 

_ Operations in Florida, Nevada and Wyoming are not disclosed because of an insufficient number of 
jewelers reporting in those states. Of the 24 states for which separate data are available, all but 
Texas registered gains over May 1938, with 19 states gaining more than 10 per cent. Outstanding was 
the Pacific Northwest, with sales in Washington running ahead by 47.3 per cent, and in Oregon by 
39.6 per cent. Other especially favorable ‘'plus'' comparisons occurred in Georgia, 23.8 per cent; 
Ohio, 18.6 per cent; Arizona, 18.4 per cent; Nebraska, 15.7 per cent; and New Mexico, 15.3 per cent. 

May operations in the following cities are shown in comparison with the same month in 1938: Chicago, 
+31.7; Los Angeles —4.5; St. Louis, + 11.6; San Francisco, +5.1, and Seattle, +-41.0. 

The data upon which this report is based have been compiled by the Current Statistical Service, 
E. J. Engquist, Jr., Chief; Bureau of Foreign & Domestic Commerce, Washington, D. C. The combined 
volume of the reporting stores was $3,022,534 for May 1939, $2,689,168 for May 1938, and $2,335,802 for 
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Sheaffer Makes Largest Profit- SILVER PRICES 
London New York 


Sharing Payment in its History “are 


Fr. Mapison, Iowa — Reflecting busi- _ 4 a 4234 
ness improvement, an employee profit- a 
sharing payment of 12% per cent—\ of — = ise 2y 





each employee’s earnings for the six 
months’ period ending May 31—was an- 
nounced last month by the W. A. Sheaf- 


PLATINUM PRICES 
June 23, 1939 


fer Pen Co. Payment was made June Soft $35.00 
© y, 8 OTE acer evreeeeeeseseeeseesessessessees ° 

28 to all employ ees now with the com- Containing 5% iridium ........ccceoes 36.50 

pany regardless of length of service or Containing 10% iridium ............6. 38.00 

status. This compares with the December NN os Pte eae yeu cinh WuEe SOON 65.00 

No akaeyierebe Rewer tase eepee 24.25 


- payment at the rate of 10 per cent 

or six months ending Nov. 30, 1938, and a The Kenned » Somees 
2 ee ee ee Co. recently reopened its — at ail 
Main St., after a six weeks’ $10,000 
modernizing job. Indirect lighting and 
air-conditioning are some of the fea- 
tures. 





OaKLAnp, CAL. Milton Gourse has 
opened a jewelry store at 1725 Broad- 
way. 
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H.I.A. Convention 
Eases Eligibility 
For Certification 


Wasuineton, D. C.—The requirement 
that a watchmaker must have ten years’ 
bench experience before he can apply for 
the Certified Watchmaker examination 
without first passing the Junior Watch- 
maker examination was eliminated at the 
18th annual meeting of the Horological 
Institute of America at the National 
Academy of Sciences building here 
May 21-23. 

The regulations now provide: that all 
watchmakers having less than five years’ 
bench experience are eligible for the 
Junior Watchmaker examination only; 
that any watchmaker having at least five 
years’ bench experience is eligible for the 
Certified Watchmaker examination, and 
that no watchmaker is eligible for the 
Certified Watchmaker examination until 
he has had at least five years’ bench ex- 
perience, which includes time spent in 
a watchmaking school. 

Instead of paying the full fee with the 
application, $10 for Certified Watch- 
maker and $7.50 for Junior Watchmaker, 
the applicant may now pay $5 with his 
application and the balance when he re- 
turns his repaired watches for test and 
grading. 

The Wisconsin and Indiana laws licens- 
ing watchmakers were commended by B. 
W. Heald, president of the United Horo- 
logical Association, who said that only 
through strong organizations like the 
Wisconsin Watchmakers Association can 
such laws be obtained and retained. “I 
trust that we will not need to learn by 
experience the desirability of having the 
various laws uniform in requirement and 
operation,” he said. “Extreme care must 
be taken that every provision be entirely 
reasonable and designed to protect the 
public.” 

John J. Bowman, head of the Bowman 
Technical School, Lancaster, Pa., and 
technical editor of THe JeEwe ers’ Circu- 
LAR-KerysTone, reporting for the educa- 
tional committee of which he is chair- 
man, urged that the state licensing 
boards, as they are created, should adopt 
the standard of ability already estab- 
lished in the nationwide certification of 
watchmakers by the H.I.A., to gain the 
advantage of uniformity. “Statutory li- 
censing,” said he, “is the most powerful 
means yet devised for promoting better 
service. To help educationally any who 
need help in order to meet the ability- 
standards set up by the state licensing 
boards is the objective point of your ed- 
ucational committee’s work.” 

Mr. Bowman reported progress in 
preparation of an enlarged educational 
program, consisting of 36 illustrated lec- 
tures in loose-leaf binder, to be put in 
effect as soon as the necessary’funds have 
been made. 

“The Institute should do everything 
possible to further the licensing move- 
ment as a national objective, particul- 
larly in the standardization of examina- 
tions and advocating a reciprocal clause 
to recognize the licenses of other states, 
including the Certified Watchmaker cer- 
tificate,” said President Harrison F. 
Babcock, Cleveland. 

Robert A. Franks’ report for the his- 
torical committee outlined plans for co- 
operation between collectors, historians 
and museums. Howard L. Beehler, Lan- 
caster, Pa., chairman of the examining 
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board, said that last year 75 Certified 


Watchmaker and 65 Junior Watch- 
maker certificates were awarded. 
Honorary memberships were  con- 


ferred upon the following who had been 
voted the honor last year: Maj. Paul 
Chamberlain, lecturer and _ collector, 
Newark; J. Freistadter, superintendent, 
Waltham Watch Co.; Fred G. Gruen, 
chairman, Gruen Watch Co.; Louis 
Levin, publisher, Horology; George P. 
Luckey, director of research, Hamilton 
Watch Co.; Paul Sollenberger, principal 
astronomer, U. S. Naval Observatory, 
Washington, D. C., and Frank D. Urie, 
director of research, Elgin National 
Watch Co. Other honorary memberships 
were voted for Mr. Bowman, for his 
outstanding contributions to the educa- 
tion of watchmakers; Jacques LeRoy, 
New York, retiring regional vice-presi- 
dent, and Charles E. DeLong. 

Scholarships to a horological scheol 
were awarded to Wesley R. Porter, Bill- 
ings, Mont.; Frank P. Young, Greer, 
S. C., and Artie Simmons, Peoria, I1., 
who made the highest grades in the 
Junior Watchmaker examinations dur- 
ing the year. 

J. L. Roehrich, New York, and George 
J. Wild, Peoria, Ill., were elected re- 
gional vice-presidents, succeeding Mr. 
LeRoy, who was prevented by illness 
from attending the meeting, and the 
late William C. Donnelly, Baltimore. 
Other officers were reelected as follows: 
Mr. Babcock, president; Howard L. 
Beehler, Lancaster, Pa.; vice-president; 
S. George Cochran, Nashville, Tenn., 
Stanley A. Pope of San Francisco, and 
Roland C. Wilson of San Diego, regional 
vice-presidents, and Edward H. Huf- 
nagel, Mt. Vernon, N. Y., treasurer. R. 
E. Gould, Washington, continues as sec- 


retary. 

Elected to the advisory council for 
three years were: Messrs. Cochran, 
Levin, Samelius, Wild and Wilson, 


William Ramsay and Paul Moore of 
Washington, D. C., and George J. 





Schlehr of Morrisville, N. Y., and, for | 


one-year terms, Miles Pooler, Rochester, 
N. Y., and Alfred E. Rowe, Indianapolis. 

Monday night, May 22, members and 
guests enjoyed a turkey dinner at the 
Roger Smith Hotel, with Mr. Hufnagel 
as toastmaster. 

Technical topics discussed at the ses- 
sions were: “Chemistry and Metallurgy 
in the Watch Industry,” by G. E. Shu- 
brooks, chief chemist, Hamilton Watch 
Co.; “Development of the Watch Indus- 
try in the United States,” by Mr. Frei- 
stadter; “Crystal Oscillators as Precision 
Timepieces,” by Mr. Sollenberger; “New 
Eyes for Watchmakers,” by Mr. Urie, 
read by R. C. Hoppe, research director, 
Elgin National Watch Co.; “Present 


Organization of the Swiss Watch In- | 


dustry,” by Mr. Gruen, and “Practical 
Bench Work,” by Mr. Levin, read by 
Frank Tinkler. 

Some of these papers will be pub- 
lished in subsequent issues of this 
journal. 


NEW NAUGHTER STORE 


Asany, N. Y.—With the opening of 
the new John J. Naughter store at 
16 S. Pearl St., one block on this street 


now has five of the most important 
jewelry stores of the city. Naughter’s 
business was located in the National 


Savings Bank Building for the last five 
years. Previously he had been with the 
Van Heusen, Charles Co., Inc. 
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Again we lead in the production of a smartly 
different and varied line of hand-made Mar- 
casite and Mother-of-Pearl Lockets in Ster- 
ling Silver. One of our most popular num- 
bers is CL900 with Mother-of-Pearl Cameo 
as illustrated above. 


TRADE K D MARK 


Write for Illustrated Catalog 


KIMLER & DANIEL, INC. 
83 Canal St. New York 











dependable new 
ALTON watches to your customers with 
every assurance that you are giving the 


You can offer these 


best possible value at the price. Each 
ALTON watch comes in a beautiful gift 
box. <— 






. ; 


A311/16—5 ligne, 17 jewel Alton 14 K white 
Ratchet silk 


gold case, 16 genuine diamonds. 
cord. Net price $25.20. 





A501—7% x 11 ligne Alton, curved to fit the 
wrist, 10 K yellow rolled gold plate with stain- 


less steel back. Raised gold figures. Leather 
strap. 

qT jewel, met PRice «2... .cccccccccccccces 7.15 
17 jewel, net price .......cccccccccccess 9.05 


Illustrated are just two numbers from our 
complete line. Send for our 1939 catalog in 
colors showing line of new ALTON watches, 
and other lines of profit making watches 
and watch cases. 


Weksler & Goodman, Ine. 


Distributors of Keystone, Star, Belove 
I.D. Watch 


& 


and 
Cases 


Chicago 


5 South 


Wabash Ave. 


Illinois 











MONEY CLIPS 


IN STERLING SILVER 
AND 14KT. GOLD 





SIMONS BROS. CO. 
269 SOUTH 9th STREET 
PHILADELPHIA 
ESTABLISHED 1839 














socially, commercially, politi- 
cally, is the Bellevue. Here 


vital things happen, outstand- 
ing events are held—and 
important people stay. Rea- 
sonable rates. 


Be Sure to Include 
Historic Philadelphia 
in Your Itinerary 


Air-Conditioned Restaurants 


= BELLEVUE™ 
STRATFORD 


IN PHILADELPHIA 
Claude H. Bennett, Gen. Mar. 





NEW BIRKS & CO. DIRECTORS—The directorate of the big Canadian retail organization, 


Henr 
Birks & Co., Ltd., was increased by the election of the five principals, shown above, at the Phe 
meeting of the firm, held in Montreal May 30. They are, from left to right, J. Lovell Baker, Montreal, 
well-known diamond buyer of the firm; W. Noble Birks, Montreal, and George W. Cavey, novelty 
buyer and assistant managing director of the Montreal store; Alton |. Lomas, supervisor of the Mari- 
times and manager of Birks' Halifax store, and Ernest Ward, Montreal, manager of the silver factory, 


W. L. Howard, resident manager in London, England, was also elected a new director. All of the 
other directors, including 90-year-old John Lesie, dean of silversmiths, were reelected. They are: 
William M. Birks, chairman of the board; J. H. Birks, president; Col. Gerald W. Birks, vice-president; 
Henry G. Birks, general manager; Earl L. Gallagher, secretary; Ralph R. Johnson, treasurer, all of 
Montreal; Walter M. Carson, Vancouver; Howard S. Porter, Ottawa; David E. Black, Calgary; 
Charles Q. Ellis, Toronto; Victor M. Birks, Frank C. Binns and Gerald A. Birks, of Montreal. The 60th 
annual report, covering the first year of his presidency, was read by J. H. Birks. W. M. Birks, and 
Henry Birks, the founder, also read reports. 











*« 


Gruen Watch Co.'s Net Income 
For Last Fiscal Year 
Exceeds $540,000 after Taxes 


Crncinnati—Notwithstanding the gen- 
eral decline in the watch industry for the 
year 1938 as compared with 1937, the 
Gruen Watch Co. showed a consolidated 
net income of $540,669, after deduction 
of $121,955 for income taxes, for the fis- 
cal year ended March 31 last, Benjamin 
S. Katz, president and treasurer, re- 
ported in a letter to stockholders re- 
cently. 

In view of the fact that the consoli- 
dated net income of the company and its 
subsidiaries for the first full three-year 
operation amounts to $1,946,815, Mr. 
Katz said, the question may be in the 
minds of many stockholders as to why 
there have been no dividends paid. In 
answer to this, Mr. Katz gave a short 
history of the company since the early 
part of 1935, when the company had a 
bank indebtedness of $1,818,750, which 
was past due and could not be met. 

Because of this condition, Mr. Katz 
was invited to become associated with 
the company and was elected president. 
A general reorganization of the company 
was approved by the stockholders on 
June 25, 1935. 

“Out of the above profits of $1,946,815, 
as provided by the plan of reorganiza- 
tion, $1,047,600 has been applied to the 
retirement of all debentures (aggregat- 
ing $727,500) and of 3201 shares of the 
$100 par value class A preferred stock,” 
Mr. Katz reported. “The retirement of 
1746 of these 3201 shares of class A pre- 
ferred stock was effected on May 15, 
1939, and so is not reflected on the bal- 
ance sheet. In addition to the retirement 
of this part of the securities issued to 
the banks in lieu of the company’s in- 
debtedness to them as of the date of the 
reorganization, the company has also 
caused the retirement of a mortgage of 
its foreign subsidiary in the amount of 
$55,485. 

“On March 31, 1935, the consolidated 
balance sheet of the company and its 
subsidiaries showed a deficit of $576,097. 
Since that date, additional charges ap- 
plicable to the period prior to March 31, 
1935, have aggregated $198,384. 

“However, the earnings of the com- 
pany during this period have been suf- 
ficient to eliminate the deficit, plus sub- 
sequent charges applicable to the period 
prior to March 31, 1935, pay the re- 
quired class A preferred dividends, and 
leave a surplus of $1,102,834 at March 
31, 1939. 
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“At the time of the reorganization, 
common stock had no book value and 
class C preferred stock only a nominal 
value, whereas on March 31, 1939, the 
book value of class C preferred stock is 
$25 per share, its par value, and common 
stock has a book value of $4.01, class B 
remaining at par value, $1 per share. 

“After allowing for dividends on class 
A and class C stock outstanding at 
March 31, 1939, the annual earnings on 
the combined 478,636 shares of class B 
convertible preferred and common stock 
outstanding at March 31, 1939, averaged 
$1.23 per share during the past three 
years.” 

Because of market conditions then ex- 
isting, the sale of 150,000 additional 
shares of common stock as authorized and 
approved by the shareholders at the 1938 
annual meeting, was not completed. The 
management hopes, now that only $407,- 
400 of class A stock remains unpaid, to 
retire same out of earnings in the near 
future, thereby eliminating the dividend 
restriction on the other classes of stock. 
That accomplished, the board of direc- 
tors will be in a position to consider the 
payment of dividends to all classes of 
stockholders, out of earnings. 

Gruen Watch Co. officers are: Fred G. 
Gruen, chairman; George J. Gruen, vice- 
chairman; Benjamin S. Katz, president 
and treasurer; Teviah Sachs, vice-presi- 
dent and assistant treasurer; George T. 
Gruen, secretary; Alfred T. Reis, comp- 
troller, and Thomas F. Jeary, auditor. 


Westchester County Jewelers 
Hold First Annual Dinner-Dance 


Instituting what they hope will prove 
to be a series of annual affairs, the 
Westchester Association of Jewelers 
gathered for dinner and dancing at 
Schmidt’s Farm, Scarsdale, N. Y., on 
the evening of June 11. 

A group of about 125, comprising 
jewelers, wholesalers and manufacturers’ 
representatives, with their families and 
guests, gathered for a bounteous dinner 
of sea food and chicken, followed by an 
elaborate floor show with distribution of 
prizes and dancing to conclude the eve- 
ning. 

Chairman and toastmaster was Elmer 
Hildreth, president of the association. 
If this first affair can be taken as a 
sample, there seems to be no doubt that 
the Westchester jewelers will have little 
difficulty in promoting a similar success- 
ful dinner each year. 
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Wofra American Trading Co., export- 
ers, formerly in Brooklyn, have moved to 
1 W. 34th St. 

Manna Bros., watch repair specialists, 
formerly on the sixth floor at 140 W. 
42nd St., have moved to 1142 Sixth Ave. 

Samuel Liebermann, head of Jacques 


Bienenfeld, 9 Rockefeller Plaza, left 
June 10, on a three weeks’ trip through 
the Middle West. 

Maurice A. Davidson of Davidson 
Bros., diamond importers at 608 Fifth 
Ave., sailed June 14, for Antwerp and 
Amsterdam, on a buying trip. 

I. Kassoy, jewelers supplies dealer, 
7 W. 45th St., has accumulated from the 
Netherlands, Belgium and Paris a large 
and varied stock of diamond papers. 

I. Goldstein of M. & I. Goldstein, dia- 
mond importers of 48 W. 48th St., sailed 
on the Normandie on June 14, for a buy- 
ing trip to Antwerp and Amsterdam. 

Stephen Varni Co., 580 Fifth Ave., 
conducted an exhibit of gem cutting, 
gems and gem materials at the Hobby 
Fair at Grand Central Palace last month. 

Henry Miller, of Miller & Veit, 630 
Fifth Ave., is sailing on the Niew Am- 
sterdam, July 3, on a purchasing trip 
to the diamond markets of Antwerp 
and Amsterdam. 

Arthur Brogan, silver salesman for 
the last 40 years for Black, Starr & 
Frost-Gorham, died June 13, at the 
Mount Vernon Hospital, after a month’s 
illness. He was aged 71. 

Mohel & Mario, Inc., and Roseart 
Jewelry are now doing business as one 
firm, under the name of Mohel-Roseart, 
at 38 W. 32nd St., manufacturing marca- 
site and rhinestone novelties. 

Jerry T. Agate, Tavannes Watch Co., 
608 Fifth Ave., returned on June 10, on 
the S.S. Champlain, after a month’s trip 
to Switzerland, where he visited the 
firm’s factories in Chaux-de-Fonds. 

Lazare Kaplan, diamond importer at 
630 Fifth Ave., and his son, George, who 
is associated with him, sailed May 27, on 
a six weeks’ trip to the diamond markets 
in London, Antwerp and Amsterdam. 

Herman Kleinberg Fils, Inc., import- 
ers and cutters of diamonds, 608 Fifth 
Ave., received a shipment of diamonds 
from their Antwerp office on the first 
westbound trip of the American Clipper. 

Harry G. Kaufman, importer of dia- 
monds at 48 W. 48th St., sailed for the 
European diamond markets on June 14 
on the Normandie, to make Fall pur- 
chases. He expects to return on the 
Ile de France on July 21. 

The partnership of Joseph Back and 
Leonard Leban, trading under the name 
of Empire Jewelry Co., at 562 Fifth 
Ave., has been dissolved. Joseph Back 
is no longer connected with the business, 
which Leonard Leban continues under 
the same name. 

There was high excitement in the up- 
town jewelry section on June 19, when 
police radio cars rushed to 64 W. 48th 
St., in answer to a burglar alarm, which 
was set off by defective wiring in the 
offices of Benjamin & Edward J. Gross, 
diamonds and rings. 

A committee to draft a model wage as- 
signment law for New York State was ap- 
pointed at a meeting of the Associated 
Credit Jewelers of New York and New 
Jersey the night of June 21 at the Mc- 
Alpin Hotel. 
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Zach A. Oppenheimer, who conducted 
a diamond business for many years and 
previously had been connected with Op- 


penheimer Bros. & Veith, died May 23, | 





in his 75th year, after a brief illness. He | 


was a former director of the Jewelers’ 
Board of Trade and the Jewelers Safety 
Fund. 


Joseph Beilenson, of L. Beilenson & | 
Son, 22 W. 48th St., accompanied by | 


Mrs. Beilenson, sailed on the S.S. Wash- | 
ington, on June 14, for a purchasing | 
trip to the diamond markets of Antwerp | 
Mr. Beilenson will re- | 


and Amsterdam. 
turn to New York at the end of this 
month. 

The National Metals Corp., precious 
metals, has acquired from the Rudisch 
Refining Co. of 57 Fulton St., the depart- 
ment for the burning, crushing and siev- 
ing of jewelry sweeps. The firm has its 
laboratory and business office at 11 John 
St. and operates a sweeps refining plant 
at 65 Nassau St. 


Many manufacturing jewelry plants in 


the New York area will close during the | 


first two weeks of July for the annual 
vacation period and repairs. During this 
period, offices will generally be open. In 
Newark, the Harry C. Schick, Inc., busi- 
ness will close from July 1 to 16, with 
the office open the second week. 

William F. McManus, 61, president 
of Frederick A. Keim & Co., manufac- 
turing jewelers at 25 W. 45th St., and 
a prominent Catholic layman, died June 
13, at St. Vincent’s Hospital, after a 
four months’ illness. He joined the firm 
as an office boy and 29 years later suc- 
ceeded Mr. Keim as president. 

For the better accommodation of jewel- 
ers who will be coming here for the 
World’s Fair, Leys, Christie & Co., Inc., 


have added an attractive display room | 


to their offices at 65 Nassau St. The new 
room was the one occupied as an office 


by James D. Leys when he started in | 


business at that address 45 years ago. 

Emil H. Haupt, oldest tenant at 9 
Maiden Lane, and a familiar figure in 
the downtown jewelry sector, died June 
3, as a result of a stroke suffered just 
two weeks earlier. An expert on old 
clocks, Mr. Haupt repaired for a con- 
sumer clientele until the time of his af- 
fliction,, despite his 87 years. A son, 
Alfred Haupt, survives. 

The Arrow Mfg. Co., Inc., makers of 
decorative boxes and displays, will hold 
its annual outing on July 29, in the 
nature of a boat ride up the Hudson to 
Bear Mountain. Over 400 employees and 
their friends are expected to attend. 
Music will be provided by an employees’ 
orchestra. Games and contests will be held 
afloat and ashore. The employees are 
preparing an amateur show to be given 
at the 
Bear Mountain Inn. 

In anticipation of unfavorable legisla- 
tion at next year’s session of the state 
legislature, the Jewelers’ Committee is 


now engaged in soliciting a fighting fund. | 


Two measures, a memorandum license 
bill, and an amendment of the factor’s 


dinner which will be served in | 








act, were introduced in the past session | 


of the legislature, and would have seri- 
ously retarded and hurt the jewelry 
trade, if not successfully combatted by 
the Jewelers’ Committee. Contributions 
for this purpose should be addressed to 
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“ORIENTA” 
CULTURED PEARLS 
of QUALITY 
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DIAMOND 


AND TUNGSTEN CARBIDE 
WIRE DRAWING DIES 
TOOLS, LAPPING POWDER 


RUSCH WIRE DIE CORP. 
275—7th AVE., NEW YORK, N. Y. 








GraFF, WASHBOURNE & DUNN 
SILVERSMITHS 
AND 
EccLesiAsTicAL Meta Work 


142 WEST 14th STREET 
NEW YORK 








HOW A GEM WAS BORN 


Displaying the evolution of Gems from 
rough material to the finished jewels. 


STEPHEN VARNI CO. 
580 Fifth Ave. New York 











IMPORTERS - CUTTERS - POLISHERS 
Precious, Semi-Precious Stones 








| 87 Nassau St., N. Y. 


BArclay 7-7245 





S. J. SURNAMER CO.—370-7th Ave., N.Y. 
























ENCRUSTERS 
STONE RINGS ENGRAVED 
e@ CRESTS @ DRILLERS 
@ COATS-OF-ARMS @ GEM CUTTERS 
@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 
108 Fulton St. New York, N. Y. 











Diamonds, Pearls, Precious, 


Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 
71-73 Nassau Street, New York 


Orders for Jobbing Stones and Lopieare 
Work Carefully and Promptly Fitt 





Diamonds 


and 
Diamond Mounted Jewelry 
WHITELAW BROTHERS 


Diamond Importers and Cutters 
48 West 48th St. New York City 




















CULTURED PEARLS 


One of the Finest and Least Expensive Lines 
Ask for Samples 


ZIRCONS - STAR SAPPHIRES 


CROWN PEARL & GEM, INC. 
580 Fifth Ave. New York, N. Y. 
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send a Sketch or Model 
of your invention for 
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The Mail Order Supply House 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR PRICE LIST C 


DEAN COMPANY 


87 NASSAU ST. NEW YORK, N. Y. 





ANTIQUE JEWELRY 
PRECIOUS STONES 
WILLIAM C. BOYAJIAN, Inc. 
IMPORTERS 


64 W. 48th St. New York City 








Antique Rings 
Beautifully designed in 
Gold, with colored stone 
centers, surrounded by dia- 
monds; with enameling. 


Send for quotations 
JOSEPH A. RICH 
Mfrs. of Plat. & Gold Jewelry 
62 W. 47th S 


NEW YORK, N. Y 


RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 




















DTN ES 
REFINISHED 


WRITE FOR 
REVISED 
PRICE LIST 


A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 


116 NASSAU ST. NEW YORK, N. Y. 





_ firm of Durand & Co., Newark, 
| the firm 
| duction. 





Jacob Mehrlust, 6 W. 48th St., trea- 
surer of the Jeweler’s Committee. 


Allan Alexander MacDonald, secre- 
tary of Sloan & Co., manufacturing 


jewelers at 15 Maiden Lane, died May 
24, after a short illness. Also a director 
of the firm, Mr. MacDonald served con- 
tinuously from Jan., 1891, when the 
corporate name was the John A. Riley 
& Sloan Co. Mr. MacDonald, previously 
with the former jewelry manufacturing 
joined 
in Oct., 1887, and directed pro- 
Possessed of unusual skill, he 
continued an_ efficient administration 
until the time of his death. In late years 
he found much pleasure in travel. His 
funeral, held at his Glen Ridge, N. J., 


| home, was largely attended by his busi- 
| ness associates and friends. 


Due to the pressure of business J. L. 
Roehrich, after serving two terms as 
president of the Horological Society of 
New York, declined another nomination, 
and A. Parks, Englewood, N. J., was 
elected his successor, at the annual meet- 
ing held June 6. On behalf of his services, 
Mr. Koehrich was presented with a wal- 
let, suitably inscribed, by R. Salomon, 
the first president and honorary member 
ot the society. Others elected were: W. 
Bruhwiler, vice-president; J. Gruener, 
secretary; H. Fried, corresponding sec- 
retary; F. Knoll, treasurer, G. Keneske 
and C. Johns, trustees; FE. Stein, li- 
brarian; A. Frey, assistant librarian; and 
executive committeemen, R. Ashworth, 
M. J. Schwartz, H. Morgan, P. Hoffman 
and P. Haffstead. 


International Silver Co. 
Opens Uptown New York Store 


The International Silver Co. opened 
new central sales offices and display 
rooms at 485 Fifth Ave., in uptown New 
York June 12, not only for the merchants 
of Greater New York, but for dealers 
throughout the country. 

It is not only a complete show room of 
International Silver Co. products, but 
also a modern office for sales service, 
where assistance will be given in working 
out up-to-the-minute merchandising and 
selling plans. 

A panorama photo-mural of the Meri- 
den, Conn., factories and the “Silver 
City” is the basic decorative motif of the 
reception room which leads into nine 
other rooms for display of various lines. 
Pastel wall coverings, built-in display 
cases, liberal use of glass and special 
fluorescent lighting to create a daylight 
effect, make a striking background for 
merchandise display. 

The Fifth Ave. sales office is for sales 
and display only, carrying no stock, but 





| an experienced personnel under the di- 
| rection of R. C. Munn, will be on hand 


to discuss buyers’ merchandising prob- 
lems. The company is retaining its sales 
office at 9 Maiden Lane. 


A.N.R.J.A. Seeks Evidence of 
Army Posts' Sales to Civilians 


As the result of interest manifested by 
government officials in the complaint of 
the A.N.R.J.A. against the sale of goods, 
particularly jewelry, to civilians not en- 
gaged in Army, Navy or Marine service. 
at service post stores, Charles T. Evans, 
ANRJA secretary, is endeavoring to ac- 
cumulate evidence of such sales. 








24 KARAT CLUB HOLDS OUTING 
The ingenious games of Sigmund Cohn 


| again made a hit at the annual outing of 
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the Twenty-four Karat Club of New 
York, held Monday June 26, on the 
grounds of the Ridgew ood Country Club, 
Ridgewood, N. J. Mr. Cohn’s games 
provided a less strenuous program than 
the golf tournament, in which a majority 
of the members engaged during the morn- 
ing. All fell to a delicious luncheon at 
noon. Alvert E. Levy, of England, 
Klein & Levy, was chairman of the com- 
mittee on arrangements. Serving with 
him were Arthur B. Tuthill, Charles w, 
Sommer, Raymond Mehrlust, Mr. Cohn, 
Albert O. Osterwald, Edward H. Muhl. 
feld, and Alan L. Brown. 





HI-MARC JEWELRY 


Will amaze you with the 
beauty of its new fall 
merchandise - 


HI-MARC SALESMEN 


Will call on va whole- 
saler soon - 


HI-MARC QUALITY 


Is outstanding as ever 
with exquisite new crea- 
tions at the most attractive 
prices - - 


THE ISKIN MFG. (0, 


FACTORY & OFFICE 
Farm Journal Bldg. 


Seventh & Washington Square 
Philadelphia 


New York Office 9 Maiden Lane 
or ma, 














SANDSTEEL CROSSCURVED 
MAINSPRINGS 


They are Wonderfull—say men who 
know them especially so for small wrist 
watches where space is scarce. They 
produce good motion — without a 


struggle—and their power lasts. 


Supplied in 3000 sizes and styles for 
all makes of watches. Order from your 
jobber. 

Made in U.S.A. by 
WATCH-MOTOR 
MAINSPRING CO., INC. 
145 Hudson St. New York, N. Y. 
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Bi-Quality Karat Stamping 
Seen to Violate Federal Law 


The practice of some manufacturers in 
marking ring mountings, which, for ex- 
ample, are composed of 14k yellow gold 
shanks and 18k white gold tops as “14k- 
18k,” is in violation of the National 
Stamping Act, in the opinion of Byron 
|. Shinn, counsel of the Jewelers Vigil- 
ance Committee. 

Advice to this effect was disseminated 
among the members of the Jewelry 
Crafts Association, Inc., last month, by 
its secretary, Henry L. Sperling. 

According to Mr. Shinn an assay of a 
mounting, aS one piece, made in_ this 
manner, would exceed the legal one-karat 
tolerance in quality indicated by the 18k 
mark on the article. In respect to toler- 
ance the stamping act says “The actual 
fineness of the entire quantity of gold 
or of its alloys contained in such article, 
including all solder and alloy of inferior 
fineness, used for brazing or uniting the 
parts of such article (all such gold, alloy 
and solder being assayed as one piece) 
shall not be less by more than one karat 
than the fineness indicated by the mark.” 
A concurrent test is that the actual fine- 
ness of gold articles “shall not be less by 
more than one-half of one karat than the 
fineness indicated by the mark stamped,” 
and further states that this test shall 
apply to part of the article which does 
not contain solder or alloy of inferior 
fineness, etc. ; 


Goodman "Found" and $500 Bond 
Restored Through J.C.-K. Story 


Publication of the appeal headed 
“Goodman, Goodman, Where is Good- 
man?” in last month’s Jeweers’ Circu- 
LAR-Krystone has restored $500 plus 5 
per cent interest to Philip Goodman, who 
in 1925 posted bond with the Immigration 
Office in New York in connection with 
the immigration status of his brother 
Charles. ‘ 

In March, 1937, the Government’s case 
was closed and the bond ordered re- 
turned to Philip Goodman, but the 
Government couldn’t find him, having 
exhausted the addresses current when he 
posted the bond. 

Because Philip Goodman was con- 
nected at one time with the G & G Watch 





BEAD SPECIALIST 


All Kinds of Genuine Stone Bead Necklaces 


Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 


12 John St., New York City. 














IRVING KUNNEL & SO 


Established 1918 
Watchmakers of Reputation 
Careful and Honest Watch Repairing for the Trade 
Prompt and Efficient Service for Out of Town 
Orders. Lowest Prices 


Phone BRyant 9-5065 
by 2 West 47th St., New York, N. Y. 
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BLEST BE THE TIE— 





Love knows no age as George Essex, 72, and 
his bride, Emma Loeber Essex, will attest. Mrs. 
Essex is shown as she received an explanation 
of the making of wedding bands at the factory 
of J. R. Wood & Sons, Inc., 216 E. 45th St., 
New York, for whom Mr. Essex has been making 
them since 1882—Fifty-seven years ago. The pic- 
ture was made upon their return from their 
recent honeymoon in Florida, where they spent 
a lot of the time dancing, for it was their 
mutual fondness for dancing which brought them 
together. They met at a meeting of the Three 
Score and Ten club, at a Jamaica Y.M.C.A., 
last Fall, and soon became inseparable swing 
partners. 





Co., 1431 Broadway, Immigration au- 
thorities asked this journal to publish 
the notice that appeared on page 104 in 
June. 

A dozen friends of Philip Goodman 
telephoned him soon after publication, 
and he speedily recovered the sum due 
him. He’s now associated with his 
brother, Charles, in the Goodman Hat 
Co., 52 W. 37th St. 


300 Elgin Employees Make Trip 
to New York and World's Fair 


More than 300 employees of the Elgin 
National Watch Co., Elgin, Ill, took 
advantage last month of a_ vacation 
service bonus with which they were 
offered « six-day tour to New York 
City and the World’s Fair for a nomi- 
nal price. The party left Chicago, June 
25, and returned June 30. On_ their 
trip they traveled by train to Albany, 
then by boat down the Hudson River. 

At the New York Fair, they visited 
the Elgin Building, with its observa- 
tory and exhibit of time, correct to the 
hundreth of a second, taken from the 
stars. There they saw the first con- 
tingent of ten beauty queens chosen 
from “Big Ten” colleges as hostesses 
in the Observatory Building. 








Toastmaster Gets Temporary 
Injunction Under Fair Trade Act 


The Supreme Court of New York 
County recently granted a temporary 
injunction to the McGraw Electric Co., 
restraining the Benco Sales Co. from sell- 
ing Toastmaster Products at less than 
nationally advertised list prices, estab- 
lished under the New York Fair Trade 
act. The McGraw Electric Co. has con- 
sistently protected the price of its prod- 
ucts under the terms of the Feld-Craw- 
ford act. It is their intention to continue 
to enforce maintenance of prices on their 
products in New York State, as well as 
in the many other states where Fair 
Trade Contracts are in effect. 
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PEARLS FIT FOR A QUEEN... 
From the South Seas and the 
Orient, Cultured Pearls in Neck- 
laces and Jewelry of all kinds. 
Imperial Pearl Syndicate 


607 Fifth Ave. New York 
5 No. Wabash Ave. Chicago 

















Specializing Traveling and Boudoir Clocks 
Also complete Leather Case Service 
110 West 40th St. « New Yors 


FRANK KAUFFMANN 


1485 Third Avenue 
New York City 


IMPORTER 


of the world famous 
hand carved 


CUCKOO 
CLOCKS 





- SPECIAL 

Dials, complete ..... $0.75 
Hands, dozen, assorted 1.50 
Bollows, pair ........ 1.00 
i, GO caccccee 1.00 


We also import: 
WALL. MANTELPIECE, 
400-DAY and GRAND- 
FATHER CLOCKS, also 
MOVEMENTS and All 
Parts. 

Write for new price list 

















STOP WATCHES 


Low-Priced Line. 

7 Jewels—Popular Sellers. 
Fully Guaranteed. 
Write for free Catalogue 
No. C-7 
BRENET WATCH CO. 
266 W. 40th St., New York 














GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW ( After) 


Removing of Engravings 


WM. HERTEL & CO. Inc. 


Silversmiths & Platers 
17 W. 45th St. 
New York City 


“Over 20 years at the 
same address” 





(Before) 
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ORDER YOUR 
TELECHRON and REVERE 


Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES. ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 46 years) 








BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 

— Engravers, Jewelers 
Write fer tree book ‘‘Your Future and Our School.” 
JOHN J. BOWMAN, Director 
Bowman Blidg., Lancaster, Pa. 











CREATORS OF ARTISTIC 
HAND-MADE 
{RIDIUM PLATINUM MOUNTINGS 


F.X. ZIRNKILTON 2!4,8,, (27H st. 


PHILADELPHIA 


Z'RNKILTON 








MOUNTINGS 
OF RECOGNIZED MERIT 


FuLMER & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 











ELGIN & BELMAR 
——WATCHES——— 


LOUIS SICKLES 
1015 Chestnut St,, Philadelphia, Pa. 
‘Wholesale Distributorstothe Trade” 








Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 
805 Sansom Street « Philadelphia 


BYARD F. BROGAN 








NATIONAL 
WATCH REPAIRING CO. 


Rendering Prompt and Efficient Service to 
a Discriminating Clientele all over U. S. 


727 Sansom St. Philadelphia, Pa. 














EMPIRE 


SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD — SILVER — PLATINUM 


713 SANSOM ST. 


PHILADELPHIA 








Sol Rosenblatt, of 1236 W. Erie Ave., 
retired Philadelphia jeweler, died sud- 
denly June 8. 

Isaac Shifren, 734 Sansom St., is ex- 
pected to return to business early in 
July after a long illness. 

Clarence S. Weiler is manager of a 
new credit jewelry store established by 
Regal & Blum at 15 Broadway, Mauch 
Chunk. 

The Fred Sauter jewelry store, 2713 
W. Girard Ave., on Friday and Satur- 
day, June 16 and 17, opened a new gift- 
wares department. 

Sidney Beifeld, of 135 S. 8th St., and 
his family took a summer place at Vent- 
nor, Atlantic City, N. J., last month for 
the vacation season. 

Philip Kind, secretary of S. Kind & 
Sons, Chestnut St. at Broad, brought a 
touch of color to the Chestnut Street 
shopping district June 5 by inducing 
four neighboring stores to cooperate with 
Kind’s in holding a “peony day.” 

Wholesale jewelry sales for the first 
four months of 1939 increased 31 per 
cent over the first four months of 1938 
in Eastern and Central Pennsylvania and 
Southern New Jersey. Sales for April, 
1939, showed a 27 per cent jump over 
April, 1938, although falling 17 per cent 
behind the sales for March. 

July 15 will mark the annual picnic 
of the Sansom Street Business Men’s 
Association at the Melrose Country Club. 
One feature of the picnic, which also 
will include a general business meeting, 
will be a soft ball game between Sansom 
Street and Eighth Street jewelers. Isaac 
Shifren is picnic chairman and Michael 
Orloff co-chairman. 

A soft ball team of S. Kind & Sons 
recently defeated a team representing 
the Sansom Street Business Men’s As- 
sociation, 13-7. Pitchers for the winners 
included Philip Kind, Jr., and Tom 
Dougherty. The Sansom Streeters split a 
double-header with the North Phillie 
Pros. The Sansom Street play was fea- 
tured by the hitting of Hoffman and 
Jacobi. 

In this column last month it was made 
to appear that Louis Sickles, American 
watch distributors, 1015 Chestnut St., 
furnished 85 watches of the Flgin Lancer 
series to the University of Pennsylvania 
for presentation to winners at the Penn 
Relays. The Sickles firm did not furnish 
these watches directly, but through a 
local jeweler from whom the Relays com- 
mittee ordered the watches. 

Valued at $4,500,000, the 346-year-old 
“Crown of the Andes” was exhibited 
June 12 to 17 in the J. E. Caldwell & 
Co. store. The crown, created by the 
people of Popayan, Colombia, for the 
statue of the Madonna in the Popayan 
Cathedral, was sold in 1936 to a Chicago 
syndicate headed by Warren J. Piper. 
It is now making a tour of American 
cities prior to having its 453 emeralds 
dismantled and sold to collectors, con- 
noisseurs and museums throughout the 
world. 

Featuring air-conditioning and modern 
design in window and interior decora- 
tions, the new central city store of the 
Associated Barr Stores was opened at 
1112 Chestnut St. June 7. The largest 
cut diamond in the United States was 
exhibited at the store as one of the 
attractions of the opening. The new 
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quarters, needed because of increased 
business, according to Herman Barr, 
president of the concern, has consider- 
ably larger floor space than former 
quarters at 1018 Chestnut St. 

Determined not to end its work until 
a quota of 100 paid-up members has 
been obtained, a membership committee 
of the Sansom Street Business Men’s 
Association announced last month that 
85 members in this category had been 
signed to date. The number included 
between 35 and 40 new members. Harry 
Leibowitz is chairman of the committee 
and is assisted by Samuel Lashof, presi- 
dent of the association; H. Nortoan 
Hinde, Frank Himelfarb, Sam Cohan, 
Isaac Shifren, Michael Orloff and Wil- 
liam Pickens. 

The Philadelphia MHorological Guild 
voted June 6 to affiliate with the United 
Horological Association of America and 
the Horological Association of Pennsyl- 
vania. The Philadelphia Guild also voted 
to assist the Pennsylvania association in 
obtaining state-wide licensing of watch- 
makers and in organizing a guild in 
Lancaster county as the first step in a 
county-by-county organization drive. ‘The 
guild voted to take in as apprentice 
members young watchmakers and stu- 
dents who desire to avail themselves of 
the guild’s educational program at a fee 
of $1 a year. 

A bill in equity was filed by the Phila- 
delphia Art Jury last month against S. 
Kind & Sons, Chestnut St. at Broad, 
seeking to force the firm to remove a 
four-face street clock. The complainant 
averred that the firm was violating regu- 
lations governing Chestnut St. Carrying 
its fight to the public, the Kind store 
created a window display calling atten- 
tion to the threat against the clock and 
asking citizens to sign a petition for its 
retention before the store. The Kind 
firm pointed out that the clock bears 
no advertising—not even the store name 
—and had stood for nearly 40 years at 
the firm’s former location, 1110 Chestnut 
St. 

The staff and officers of Bailey, Banks 
& Biddle Co., 1218 Chestnut St., were 
guests the night of June 22 at an annual 
outing on the estate of J. B. Haines, 
Philadelphia advertising executive, in 
Gwynedd. Thirteen senior employes and 
firm members attended a shad dinner 
May 22 at the Mohican Club on the 
Delaware River. An enjoyable evening 
was enlivened by a quoit tournament 
marked by the rivalry of Harvey Lip- 
pincott, vice president, and Joseph Ful- 
coly, secretary. E. C. MacDowell was 
chairman of the arrangements commit- 
tee. Those who attended were Wilson 
D. Streeter, president; Mr. MacDowell, 
Mr. Lippincott, Mr. Fulcoly, Mr. Haines, 
Charles Harrison, Edward Timmings, 
Louis Grenisen, Walter Rice, Clarence 
Smith, George Meel, August Klamt and 
Charles Dashiel. 











Philadelphia College of Horology 


OL FOR WATCHMAKER 
JEWELERS AND ENGRAVE 


Broad and Somerset Streets 
PHILADELPHIA, PA. 
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Gannon & Scott, refiners, have moved 


to larger quarters at 219 Aborn St. ‘The 
company was formerly located at 12 
Calendar St. 

William S. Metcalf, who became a 


member of the Plainville Stock Co. in 
1876 and retired in 1924, died May 22, 
at his home in Plainville, Mass., at the 
age of 86. 

Many friends and business associates 
of Gennaro Morvillo, jewelry manufac- 
turer, were present at a dinner given in 
his honor on the eve of his departure on 
a trip to Italy. 

Henry A. Peterson has taken a posi- 
tion with his brother, Lester S. Peterson, 
in the jewelry concern of L. S. Peterson 
Co., North Attleboro. He was formerly 
associated with Hudson Co. 

James W. Jennings has resigned his 
position as sales manager of the Man- 
chester Silver Co. Mr. Jennings plans 
to reopen the Quaker Silver Co. in New 
York City in the near future. 

Michael George Wrinn, for many years 
superintendent of the Irons & Russel 
Co., manufacturing jewelers, died June 
7 at his home in Norwood. He had been 
with the company for 51 years. 

The Concord Mfg. Corp., formerly lo- 
cated at 162 Clifford St., has moved its 
business to 100 Baker St. The company 
has added to its equipment and has fur- 
nished modern sales display rooms in its 
new location. 

Herman Regnell, who was at one time 
one of the heads of the Regnell & Bigney 
Co., manufacturing jewelers at Attle- 
boro, died recently in Oregon where he 
moved several years ago to enter the 
fruit-growing business. 

Payrolls in the Rhode Island jewelry 
manufacturing industry during May 
were nearly 18 per cent above those in 
the corresponding period of last year. 
The May figure was 2.5 per cent under 
that in April this year. 

Henry S. Walsh, a partner in the Mor- 
gan Jewelry Co., 62 Page St., died May 
27 after a month’s illness. Mr. Walsh 
had been in the jewelry business in 
Providence for the past 35 years. He is 
survived by his widow, Mrs. Mary Emma 
Walsh. 

Employees of the firm of F. M. Whit- 
ing and the W. S. Blackinton Co., North 
Attleboro, have received six weeks’ no- 
tice of the company’s plan to transfer 
the silver and jewelry firm to Meriden, 
Conn. Some of the company’s employees 
will be employed at the new location. 

Stanley Rogers copped top honors 
with a net of 69 in the Class A division 
of the annual Manufacturing Jewelers 
Golf Association tournament held at the 
Metacomet golf course June 5. Rogers 
carded an 84 gross, two strokes back 
of Sam Hamin and Fred Lister who 
led more than 80 golfers with medal 
scores of 82. 

Weiss-Goldsmith, Inc., 204 Chestnut 
St., is a newly formed corporation for 
the manufacture of novelty and costume 
jewelry accessories, which will sell at 
popular prices to the retail trade. The 
firm is composed of E. Max Weiss, for- 
merly of Hoffer Ashley, Inc., of Provi- 
dence, and Jules P. Goldsmith, formerly 
with Louis Stern Co. of Providence. 

Two Providence jewelry firms have 
announced plans for summer shutdown 
periods. The T. W. Lind Co., findings 
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makers, will be closed from June 30 to 
July 10. The management announced 
that while the office would be open dur- 
ing that period there would be no de- 
liveries or shipment of orders. The office 
of John F. Brady, Inc., also was sched- 
uled to remain open during the plant 
shutdown in the week of July 3 to July 
10. Customers have been requested to 
anticipate their requirements. 

Edward O. Otis, Jr., executive secre- 
tary of the New England Manufacturing 
Jewelers & Silversmiths Association, 
awarded medals and a scholarship for 
the association at the graduation exer- 
cises of the Rhode Island School of 
Design. Among medals awarded were 
those for the following courses: Engrav- 
ing, fabricated design, hub and die cut- 
ting, jewelry designing, jewelry making, 
modeling, sample making, silversmithing, 
silverware design and tool making. The 
Uncas Mfg. Co. scholarship was awarded 
Walter E. Youngberg. 

I.eo J. Abisch was installed as presi- 
dent of the Rhode Island Horological 
Association May 21 at the group’s first 
anniversary dinner and installation at 
the Narragansett Hotel. The association 
has a membership of 90 watchmakers 
and retail jewelers. 

Col. William I. Bright, Boston, presi- 
dent of the Massachusetts Horological 
Association, acted as toastmaster and in- 
stalled the following officers: First vice- 
president, Emil L. Vaine; second vice- 
president, Thomas Ornberg; treasurer, 
Walter R. Fitzpatrick: secretary, Theo- 
dore KE. Vaine; national trustee, 
Abish; trustees, Clifton A. Pettingill, 
Domenic Micarelli, Fred Pratt; execu- 
tive committee, J. H. Coutu, 
McLaughlin, Maurice E. Hebert, Harold 
A. Guertin, Leroy Landry, John P. 
Clinton, Edward V. Gavin and George 
A. Watt. Howard L. Carpenter, presi- 
dent of the Jewelers’ Board of Trade, 
spoke. 


WAINWRIGHT TO MANCHESTER 
Provipence — Albert A. Wainwright, 
formerly assistant treasurer of the Gor- 
ham Co., with which he had been con- 
nected for 32 years, has recently been 


Albert A. Wainwright, 

newly named sales 

manager of the Man- 
chester Silver Co. 


appointed sales manager for the Man- 
chester Silver Co. of this city. 

Mr. Wainwright has a wide acquain- 
tance with retail jewelers throughout the 
trade, and brings to Manchester an ex- 
ceptional experience in every branch of 
the sterling silver industry. 





R. E. “Sid” Shaffer who has been 
associated with the jewelry trade for 
24 years, opened a new store on Main 
St., Butler, Pa., recently. Shaffer is 
a graduate of Bradley Polytechnic Insti- 
tute. 
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Arthur C. | 





Profit by~ 


SCHICKSNAPS 
SCHICK JEWELRY 


write today for 
our representative 


HARRY C. SCHICK inc. 


NEWARK, NEW JERSEY 











MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 


For further information address: 


Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 
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rae a Novelties 
for New York World's 
License No. 758. 


Fair. 
Send for Samples 


MY SEWELRY. CUTLERY NOVELTY CO. 
NORTH ATTLEBORO MASS bei 
















REED & BARTON 


SILVER POLISH 
Approved by Good Housekeeping 
A superi@* polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 
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SSH! ADVANCE NEWS 


We are now working on our 
new Fall line. Fresh from the 
world's best markets we have 
assembled the finest assortment 
of merchandise it has ever been 
our pleasure to show. 


New Hamiltons New Jewelry 

New Elgins New Silverware 

New Walthams New Clocks 
New Princess Diamonds 


New Electrical Appliances 


“Engel Service at 
your Service" 











BEWELPY 1. EWLER 
BALTIMORE, MD. 

















ALBERT S. SMYTH CO. 


@ JEWELRY ® 
8 HOPKINS PLACE, BALTIMORE, MD 


WE ARE PLEASED TO 


ANNOUNCE 


OUR APPOINTMENT 
AS AUTHORIZED DISTRIBUTORS 
OF THE 


SETH THOMAS 


SELF STARTING ELECTRIC 
AND KEY WOUND 


CLOCKS 


WE ARE READY TO SERVE YOU 
WITH A COMPLETE STOCK 
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WHOLESALE JEWELERS 


IMPORTERS OF 


EASTON WATCHES 


BALTIMORE & LIBERTY STS. 
BALTIMORE, MD. 








The Clayton Jewelry Co., 78 Forsyth 
Street, Atlanta, Ga. has gone out of 
business. 

Francis E. Bridgewater, New Castle, 
Del., jeweler, was found dead in a 
church, on June 8. 

Max Spear, Cumberland, Md., jeweler, 
was a recent visitor in Baltimore, for 
the purpose of buying. 

Jack Jordan, a retail jeweler from 
Dunn, N. C., was in Baltimore, June 21, 
and called on some of the wholesalers. 


Gordon Bros. of Boston, Mass., buy- 
ers of jewelry stocks and fixtures, re- 
cently sold out Koch’s Jewelry Store, 
Savannah, Ga. 

New quarters were occupied by the 
Globe Jewelry Co., on East Main Street, 
Durham, N. C., early last month. Joseph 
K. Weaver is owner and operator. 

The O. H. Grant Jewelry Store, at 
Owensboro, Ky., was broken into over 
a week-end last month, and jewelry 
with a value reported at upwards of 
$5,000, was stolen. 

Max Baum, owner of the Michael 
Jewelry Co., Galveston, Tex., has opened 
a store at 1001-A Main Street, Houston, 
Tex. Michael Baum is co-partner with 
his father in the business. 

The Bracken Jewelry and Optical Co. 
has been chartered at Pensacola, Fla., 
with 100 shares of no par value stock. 
H. L. Bracken, N. J. Peters and W. P. 
Vandiver are directors of the company. 

Barco Jewelers, Inc., of Norfolk, Va., 
has been chartered by the Virginia 
Corporation Commission to do a retail 
jewelry business. Bertram S. Nusbaum, 
Nusbaum Bldg., Norfolk, obtained the 
charter. 

Miller’s Credit Jewelry Co.’s new and 
modern air-conditioned store opened at 
416 Main Street, Houston, Texas, re- 
cently. The new store fronts 15 ft. on 
Main Street and has a depth of 100 ft. 
The store has 12 employees. 

Joseph M. Crawford, 32, watchmaker 
for Ruby’s Jewelry Store, High Point, 
N. C., here, was found dead on the street, 
June 2. He had formerly engaged in 
watchmaking at La Grange, Ga. His 
death was due to natural causes. 

The Fischer Co. of Chattanooga, Tenn., 
started celebrating its 70th anniversary 
in May. It is Chattanooga’s oldest jewelry 
establishment and one of the most modern 
in the Southeast. More than $85,000 
of jewelry merchandise was featured in 
the event. 

A display of emeralds, ranging from 


‘the rough stone matrix to the polished 


product, and extremely valuable, was 
being shown last month at Schwarzschild 
Brothers, Inc., Richmond, Va., jewelry 
store, and at Schiffman’s, Inc., Greens- 
boro, N. C. 

More than 1000 persons visited the 
renovated jewelry store of W. H. Leon- 
ard, Jr., Salisbury, N. C., on June 1. 
Seuvenirs were given to all and six 
attendance prizes were awarded. Enter- 
tainment was presented during the afier- 
noon and evening. A number of out-of- 
town trade representatives were guests 
at a company dinner. 

A tax refund of $6,838 was made 
the Brainard Lemon estate and an addi- 
tional claim for $27,010 was dropped 
by the U. S. Treasury Department. 
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Brainard Lemon at the time of his death 
operated the Lemon & Son Jewelry Store 
and Lemon Silver Galleries in Louisville, 
Ky., which were later consolidated. The 


business has been 
estate. 

The experiment of J. Engel & Co, 
Baltimore wholesalers, with a trailer to 
carry a fuller assortment of goods than 
can be handled in the ordinary way by 
automobile and trunks, is reported to be 
highly successful. The trailer is used 
for trips of three weeks or longer, for 
holiday goods, dresser sets, luggage and 
gift articles. Displays are set up in 
hotels for the inspection of retailers, 

The Jewelers’ Bowling League of 
Washington, D. C., held its annual din- 
ner at the Washington Airport, on May 
20. Arthur Sundlun, president of the 
Tri-State Jewelers’ Association, acted 
as toastmaster and A. C. Meyer was his 
assistant. Forty-eight prizes donated 
by manufacturers and wholesalers were 
presented to the members of the league 
who had distinguished themselves on the 
alleys. 

The Castleberg National Jewelry Co. 
of Park Ave. and Lexington St., is con- 
tinuing its policy of expansion, having 
decided to open four new stores in Texas. 
These establishments which are expected 
to start in business by next September, 
are to be located in Fort Worth, San 
Antonio, and two in Dallas. The work 
of fitting up the location for the new 
lines is already under way, and all four 
of the additions will be renovated in keep- 
ing with the prevailing style of the corpo- 
ration. 

Reports of increasing business are be- 
ing received from the men out on the 
road for J. Engel & Co. Leon Engel is 
traveling through the south and making 
the sale of diamonds his specialty. The 
information obtained from him is that 
the business has steadily expanded and 
that he is highly gratified over the re- 
sults of his endeavors. Sam Strouse and 
Irvin Harman, who are doing team work 
with a trailer, also in the south, and car- 
rying in particular holiday and leather 
goods of some bulk, which the trailer en- 
ables them to handle with ease and ef- 
ficiency, also are meeting with a good 
response and are able to show an im- 
pressive increase. All three representa- 
tives have been on the road for weeks 
and are not expected to get back home 
until the end of the month. 

The jewelers of Baltimore and Wash- 
ington have revived the bowling league 
which was active until about six years 
ago, and a full season of contests be- 
tween the teams of the two cities as well 
as between quintents of each city is in 
prospect. Sessions will be held each 
week on the Recreation Alleys on How- 
ard St., beginning with September, and 


continued by the 


a keen rivalry is looked for. The firms 
and corporations represented in the 
league by teams here include H. J. 


Schwarz Co., S. & N. Katz, the Stieff 
Co., and Samuel Kirk & Sons, silver- 
smiths; the Holmes Plating Co., Mor- 
stein’s, the Kaplan Engraving Co., M. 
Greenebaum & Sons, the Lasein Jewelry 
Co., Leon Levy, J. Engel & Co., and the 
Kay Jewelry Co. O. Michelson is the 
president of the league, with Dave Weig- 
man of H. J. Schwarz & Co. as secre- 
tary. 
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Watchmakers’ Licensing Bills 
Fail in 4 States; Still Possible 
This Year in 2 Other States 


The maze of proposed state legislation 
affecting jewelers and watchmakers was 
clearing last month, as additional state 
lawmaking bodies completed their work 
and adjourned. Bills sought by jewelers 
were advanced during the past month by 
legislators of California, Illinois and Wis- 
consin. 

The same period saw defeat of watch- 
makers’ licensing proposals in Michigan, 
Ohio, Oklahoma and Nebraska. The bills 
in the first three states died with ad- 
journment of the legislatures, while the 
Nebraska legislature indefinitely post- 
poned the submitted measure. 

The monthly state-by-state summary 
of legislative action on jewelry measures 
made throughout the legislative year by 
this journal follows: 

California — The governor’s signature 
was fixed to a house bill modifying 
the second-hand watch sale law enacted 
in 1937 to provide a time limit for return 
of a watch to the person from whom it 
was purchased. A watch will not be con- 
sidered second-hand, in the meaning of 
the new amended law, if returned by the 
customer “within a period of one year 
from the date of the original sale.” After 
the assembly committee on governmental 
efficiency and economy reported it to the 
floor for amendment, the assembly re- 
turned a bill to establish a board of 
horologists and place regulations on the 
practice of horology to the committee for 
further study. 

Illinois — With the legislature nearing 
adjournment, the house committee on 
license and miscellany favorably reported 
a bill to provide licensing and regulation 
of horologists. Because of the short 
time remaining before scheduled June 30 
adjournment of the legislature and the 
number of bills pending, its final ap- 
proval during the current session was 
considered doubtful. The bill would 
place administration under the Depart- 
ment of Registration and Education. An 
examining committee would be appointed 
by the director of the department. Per- 
sons who have been engaged in horology 
for not less than five years prior to Jan. 
1, 1940, would receive on application a 
certificate of registration without ex- 
amination. Applicants would be required 
to have five years of practical experience 
in watch or clock repairing. 

Michigan—A house bill to establish a 
state board of examiners in watchmaking 
and to regulate the practice of horology 
died in the committee on state affairs 
on adjournment of the legislature. 

Nebraska—The legislature indefinitely 
postponed a bill for a watchmakers’ li- 
censing act. The action was in line with 
the legislature’s refusal to approve other 
measures sought by different business 
groups to legislate fair trade practices 
into their dealings. One of the business 
measures that did gain legislative ap- 
proval, an unfair sales or “loss leader” 
measure, was vetoed by the governor. 





Ohio—Bills for watchmakers licensing 
boards, introduced in both branches of 
the legislature, died with adjournment. 
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Oklahoma — A watchmakers’ licensing 


measure was among 120 house bills 
stricken from the calendar shortly be- 
fore adjournment. 

Pennsylvania—A house bill to require 
purchasers of old gold to retain same for 
a period of not less than 30 days died 
in the committee on judiciary special 
with adjournment. 


West Virginia—The new unfair sales 


act, prohibiting sales below cost, became 
effective June 8. 


Wisconsin — Both houses approved a | 
senate bill to permit practicing watch- | 
makers to register without examination | 
up to June 30, of this year. As passed | 
two years ago, the act provided that | 


registration of practicing watchmakers 
must have been made within six months 
of the effective date of the act. The gov- 
ernor’s approval of the bill was expected. 
The senate-approved second-hand watch 
sales bill was delayed in the assembly 
while an amendment was considered. 
Despite protest by the Milwaukee legis- 
lative council, the senate passed and sent 
to the assembly for concurrence a bill 


prohibiting jewelry auction sales between | 
Dec. 1 and Dec. 26. The bill was in the | 


assembly judiciary committee when Tue 


JEWELERS CrrcuLAR-KrysTONE went to 


press. 


64 Chain Organizations Listed 
In Jewelry and Optical Field 


Today there are 64 jewelry and optical 
chain organizations, with an increasing 


number of outlets, as compared to 54 
which existed in 1937, according to the | 
Directory of Chain Store Headquarters, 
published by the brokers’ division of the 
National Association of Real Estate 


Boards. 


This represents an increase of 18 per | 
cent in the number of jewelry and opti- | 
cal chains. The increase of all kinds of | 
retail chains in 1939 over 1937 was only 


three per cent. The total number of 
outlets reported for these retail chains 
increased from 315,246 to 338,836. In 
addition, three new chains, ice cream 
parlors, dairy products and liquor stores, 
bring the 1939 total of outlets to 340,048. 
A chain, for the purpose of the study, 
was a retail establishment in which three 
or more stores are owned, operated and 
managed by one parent organization. 


DRUG STORE "DIAMONDS" 


NasHvILLe, Tenn.—A strange variety 
of gem merchant was doing a flourishing 
business in “diamonds” in the front end 
of a drug store on Fourth Ave., until 
the local police came in to investigate. 
They first discovered that the “dia- 
monds” he offered were glass imitations. 
Further inquiry revealed that he had 


no license. Local jewelers are urging | 


police to continue to investigate similar 


places where cheap jewelry and cheap | 


watches—-usually second hand—are being 
sold. It is a protection due the buying 
public as well as jewelers. In the above 


case, it was later revealed that this man | 


was also wanted in Memphis, Tenn.. on a 
similar charge. He will be held for 
Memphis authorities when Nashville is 
through with him. 
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HONOLULU HOSPITALITY 
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@ Wreathed in leis, the 
organization of The Lexington is 
waiting to welcome you in charac- 
teristic Hawaiian style! Stop at this 
friendly hotel on your next trip to 
New York—centrally located in the 
heart of the Grand Central area. 


HOTEL LEXINGTON, 
Lexington Ave. at 48th St., New York 
Charles E. Rochester Vice-President & Managing Director 





104-106 WEST 
FAYETTE STREET 
BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY” 
ESTABLISHED 1885 
QUELLE UTE * 
We cordially invite your in- 
spection. Won't you drop in 
during your trip to the Fair? 


PUOMUAENSHLL i444 400.4000002 000090 UEUAADUNOULLAASEODOGGUHE SAAT 


* 


Jamaldeen Ahamed 
Consumers Building 


N. Y. World's Fair 


Offering a direct source for importers 

of star sapphires, sapphires, star rubies 

and moonstones of extra quality. 
Strictly fixed prices. 
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Jewelry Repairers’ Handbook 
by J. G. Keplinger 
Price $1.25 — Postage Paid 
The Jewelers’ Circular-Keystone 


Chestnut & 5éth Sts. 239 West 39th St. 
Philadelphia, Pa. New York City 




















ee nara erent ata 


Srcomparable 
Whlch Case Fepaning 


OUR WORK oars NO MORE THAN 
ORDIN WwoRK 


BECKER-HECKMAN co. 
20 E. Madison St. 








DIAMOND CUTTING 


Re-Cutting Price Net—Special 
¥% and % Carat $5); % and % Carat $9 
% and % Carat 7| % and 1 Carat 10 
Removing Chips $1.50 to $3.00 
Estimates Furnished 


Memo selection of diamonds on request. 


Stein & Ellbogen Company 
Diamond Cutters and Importers 
55 East Washington St., Chicago, Ill. 
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lf you want a Complete Catalog of 


® FULLERS FINDINGS 


to assist and enable yeu te 
ORDER FROM YOUR JOBBER 
Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, Ill. 








GENUINE 
Bohemian Garnet 
Jewelry 


HENRY KLAAS CO. 
58 E. Washington St. Chicago 
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SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 


Remeounted 
Relined 








Your JOBBER Has 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 














Send Glass Sizes for Estimate 
Designs and Materiais -No ODligation 


CAMDEN ARTCRAFT Co. 160 NWells St. 


CHICAGO. ILL. 


| tended vacation trip in America. 





Harry Dreifuss, 43, who was associated 
with Goldsmith Bros. Smelting & Re- 
fining Co. for the past 25 years, died a 
short time ago. 

I. M. Feinstein of Feinstein Bros., 
5 S. Wabash Avenue, died June 9, after 
a brief illness at the age of 45. His 
widow survives. 

John G. Leiner of Benj. Allen & Co., 
left Chicago, June 12, for Europe on 
business. Most of the time will be spent 
in England, returning to Chicago Aug. 1. 

A. P. Care of E. W. Reynolds Co., 
Los Angeles, spent several days visiting 
the trade in Chicago last month en route 
to New York and other Eastern cities 
on a business trip. 

David Helfer of Helfer-Palzwald & 
Co., Chicago and Milwaukee, made an ex- 
tended pleasure and business trip to 
New York and Providence in June, ac- 
companied by Mrs. Helfer. 

Mrs. Mabel Ross, wife of Thurie F. 
Ross, jewelry buyer for Holsman Co. for 
the past 20 years, died May 20, in Elgin, 
Ill., after becoming severely ill in their 
country home at Burton’s Bridge, to 
which they had recently moved. 

B. A. Kneale, formerly associated with 
his father Ernest L. Kneale at Mount 
Carroll, Ill., spent some time in Chicago 
during June, purchasing fixtures and 
merchandise for a new jewelry store he 
expects to open in July, in Lanark, IIl. 

Joe Byrne of Byrne-Duff Jewelry Co., 
Omaha, spent several days in Chicago 
last month accompanied by his son, 
Charles. They were returning from a 
business and pleasure trip East, visiting 
Lancaster, Pa., New York and Oneida, 
N. Y. 

O. Grossfeld, diamond cutter of Ant- 
werp, has returned home after an ex- 
Much 
of the time was spent in his favorite 
sport, fishing. He spent some time in 
Chicago visiting his local representative, 
Maurice Dembitzer. 

Harry Sohn, proprietor of Chicago 
Diamond Setters, 5 S. Wabash Avenue, 
is greatly enlarging his facilities on the 
twelfth floor where they specialize in 
diamond setting of wedding rings in 
quantities for the trade. Mr. Sohn’s son, 
Lee Roy, is associated with him. 

W. A. Esterquest, now associated with 
H. Horwitz Co., 36 S. State Street, was 
recently placed on the membership list 
of the Half Century Club of jewelers 
in Chicago. He began his jewelry busi- 
ness career with F. M. Sproehnle & Co., 
in 1889. In 1897 he became associated 
with A. Hirsch & Co. and was with 
this company until 1929. 

President Myron J. Kelly of the Chi- 
cago Jewelers’ Association has ‘an- 
nounced that Maj. John T. Montgomery 
of M. A. Mead & Co. has consented to 
be the “Hoover” of the Chicago jewelry 
trade and accepted the chairmanship of 
the Good and Welfare Committee of the 
association. With his knowledge of the 
industry and his experience “over there,” 
it does not look very auspicious for the 
gentry who ply their criminal efforts 
against the jewelry trade here. 

The annual camp session of the Chi- 
cago jewelers “boy scouts” was held near 
Michigan City early in June. The three 
days were devoted to the sports in which 
they all love to indulge, including eating. 
Oniy one who has attended one of these 
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camp sessions can have a full apprecia- 
tion of its import. Those attending this 
year were: Jack Keenan, Hamilton 
Watch Co.; Tom O’Connell, Elgin Na- 
tional Watch Co.; Sol Cogan, Manheimer 
Watch Co.; George Boergerhoff, Arrow 
Mfg. Co.; Jack Montgomery, M. A. 
Mead & Co.; Al. Millard, Buss-Linthi- 
cum-Thorson, Inc.; Andy Rowe, Elgin 
National Watch Co. 





Chicago Credit Jewelers 
Elect L. Litt President 


Cuicaco—L, Litt of Litt Jewelry Co, 
was elected president of the Credit 
Jewelers Association of Chicago at the 
annual meeting June 5 at Hotel Sher- 
man. Retiring President A. E. Newmark 
of Newmark’s had been slated for re- 
election but asked that his name be re- 
moved from the ballot in favor of Mr. 
Litt, who served the association last year 
as treasurer. Mr. Newmark was made 
honorary president. 

Other officers elected are: Walter 
Wahrer of Wahrer Bros., Inc., vice-pres- 
ident; Harry J. Iglow of Wolf’s Jewelry 
Stores, Inc., formerly vice-president, 
treasurer; Ben Halpern of the Charles 
Co., reelected secretary. Directors 
named are: Al Marks of Marks Bros., 
Inc., Charles Baumrucker of Jones & 
Baumrucker Co., Inc., and William E. 
Renich of Wm. E. Renich Co., Inc. 

The annual meeting enjoyed a good at- 
tendance, with the program, as usual for 
the annual conclave, prohibiting speeches 
other than officers’ reports. Metro Levy 
was admitted to membership. 

The balance of the evening was passed 
with entertainment. 





EDWARD ISRAEL ANNIVERSARY 


ConNeERSVILLE, INnpv.—Celebrating _ his 
25th anniversary here last month, Ed- 
ward Israel wrote his customers a letter, 
asking them to come into his store at 
429 Central Ave. and talk it over, if at 
any time they feel that the Israel busi- 
ness falls short of its ideal of confidence 
and good will. “The good will of our 
customers,” he wrote, “is a priceless as- 
set. Good will cannot be bought, it must 
be deserved—it must be honestly earned 
over a long period.” Mr. Israel, who was 
68 in May, still does most of his repair 
work. He has been a jeweler for 46 
years. One of his two sons is an‘execu- 
tive with the Nash Motor Corp., New 
York, and the other heads the psychol- 
ogy department at Smith College. 





DIAMOND SETTING 
By MASTER CRAFTSMEN 


Adds a Definite Quality to Your Merchandise 
and Makes It Easier to Sell at Higher Profits— 


Give Us a Trial and Be Convinced 


CHICAGO DIAMOND SETTERS 
5 S. WABASH AVE. CHICAGO, ILL. 














CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


5 South Wabash Ave. Chicago, Ill. 
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Extra! Chicago Jewelers Association 
Holds Outing—Without Rain! 


Cuicaco—The Chicago Jewelers Asso- 
ciatio.s held their annual golf outing at 
the Elmhurst Country Club, June 20, 
with the largest attendance in many 
years. One hundred and eight men took 
part in the golf tournament during the 
day and spectators and late arrivals for 
the dinner and fun brought the number 
to approximately 140 men. 

And let it be recorded that for the 
first time in the memory of old timers, 
not one drop of rain fell to mar the 
C.J.A. golf day. 

Not one detail which might contribute 
to the success and pleasure of the day 
was omitted by Chairman R. Shell Hul- 
bert and the members of the golf com- 
mittee, and one of the best assortments 
of prizes ever offered was distributed by 
Mr. Hulbert at the dinner. 

The course and the day being ideal 
some excellent scores were recorded. 
Among the top low gross scores turned 
in for the 71 par course, were those of 
James Shanan, Elgin National Watch 
Company, 72; William Swartchild, Jr., 
Swartchild & Company, 73; and closely 
following, Al Long, J. R. Wood & Sons, 
who negotiated a hole-in-one last year, 
with a 75. 

Among the other 35 prize winners in 
low net were Ed Bergstrum, Elgin Na- 
tional Watch Company; M. J. Kelly, 
Rogers, Lunt & Bowlen Company; R. L. 
Agnew, International Silver Company; 
Herman P. Haynes, Ingersoll-Waterbury 
Company; H. H. Noyes, Oneida Com- 
munity, and J. ‘T. Montgomery, M. A. 
Mead & Company. 


Ganz Talks on Community Service 
At New Mexico R.J.A. Convention 


Atsuaueraur, N. M.—Paul R. Gantz, 
of Silver City, who was elected to the 
‘presidency of the New Mexico R.J.A. at 
its annual convention, held Monday, June 
12, at the Alvarado Hotel, here, said his 
business shows an improvement over a 
_year ago and attributed it to the fact 
that he has increased his efforts in com- 
munal work. He said a jeweler is ex- 





pected to be a leader in his community. | 

R. J. Slagle, A.N.R.J.A. vice-president | 
for the Southwestern region, spoke. The 
association voted approval of the work 
of the Jewelry Industry Publicity Board. 
Each member was delegated to contact 
his Senators and Representatives in an 
effort to stop the sale of jewelry at 
Army and Navy posts. 

The State was divided into four 
regions and the following vice-presidents 
were named for each: Frank Mindlin, 
Albuquerque; Bernard Spitz, Santa Fe; 
C. L. Manning, Hot Springs, and H. M. 
Huff, Roswell. Hoyt V. Hatfield, of the 
Frank Mindlin Co., this city, was re- 
elected secretary-treasurer. 


Kansas R.J.A. Reorganized 
With Pfeiffer as President 


Topeka, Kan.—The old Kansas R.J.A. 
was reorganized with the same constitu- 
tion and by-laws, at an enthusiastic con- 
vention, in the Jayhawk Hotel, here, 
June 18. 

Tinley L. Combs, Omaha, Neb., re- 
gional A.N.R.J.A. vice-president, called 
the reorganization session to order. The 
election resulted as follows: Frank Pfeif- 
fer, Parsons, president; Benjamin A. 
Strickler, Salina, vice-president; W. J. 
Glick, Jr., Junction City, secretary-treas- 
urer; and directors, Carl P. Eiffler, Inde- 
pendence, Herman J. Tholen, Hays; John 
A. Davis, Topeka; V. W. Huffman, Her- 
ington; H. W. Resnick, Wichita. 

The Legislative Committee will be com- 
posed of Messrs. Huffman, Davis, Tholen 
and E. T. Armstrong, Topeka. 

Noble R. Fuller, secretary-treasurer of 
the Edwards-Ludwig-Fuller Jewelry Co., 
Kansas City, and a past president of the 
National Wholesale Jewelers Association, 
addressed the session. A discussion of 
the jewelry business ensued. 





Tucson, Ariz—Herman and Jack 
Field, who were in the jewelry business 
in Cleveland, Ohio, held formal opening 
of the Field Credit Jewelry Store, 70 E. 
Congress St., on June 2. The brothers 
recently purchased the assets of the 
Funk Jewelry Co., here. 











‘WINNER of the $1,000 scholarship first prize in Gruen Watch Co.'s nation-wide contest for high 
school students is Susanne Taflinger of Paris, Ill., second from right, shown with her proud parents, 
Mr. and Mrs. Roy Taflinger, and one of her three brothers. Susanne is 18 years old and has always 
been active in school affairs at the Paris High School, where the award was made by Simon Gershey, 
Chicago representative of the Gruen Co. The principal of the school also presented Susanne with 


. $500 which was awarded to the school, and Thomas E. Keers, local jeweler, gave 


her a Gruen wrist 


watch. Students in more than 100 high schools took part in the contest, writing 50-word essays on the 
: subject, "Il Am Proud to Be an American Because—.'' The $500 second prize went to Elaine Berg, 
Grand Forks, N. D., and the $250 third prize to Louise McDonald, Springfield, Ohio. 
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WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO, 
612 METROPOLITAN BLDG. 
DETROIT, MICH. 








McRAE & SHAW 
168 N. Michigan Ave. 
CHICAGO, ILL. 


Originators of 
“THE OLD TATTLER" RADIO PROGRAM 
“EXCLUSIVELY FOR JEWELERS” 








A MILLION DOLLARS 


of discontinued sterling and silverplated 
flatware is laying idle in Jewelers’ cases. 
We will help you dispose of it at 50% of 
the retail price—Rush us your list of all 
pieces—We sell at 75% of retail price. 


SILVER STATE EXCHANGE 


Box 695, Colorado Springs, Colo. 
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fcme WATCH CO. 
S S.WABASH AVE. CHICAGOILL. } 
USED WATCH % 
m 
MATERIALS =z 
o 
Th 
USED MOVEMENTS 1 Fo) 
Good Condition io] 
Good Dials 
0-Size Elgin, Waltham 2 ro) 
73, $2.00 — 15J, $3.00 7 
ids ies 5 
1x’ “Size open’ Face | THE PRICE OF ~~ 
743, $2.25 — 153, $3.25 NEW MATERIALS = 
a oc) Ones, $3.00 =) 
P ‘ Wheels, pinions, 
, Wal. 
7. Ben 15 $1.25 meget | — od 
8 + Elg., Wal. for all watches. 
Boise cigs Wale, Eg Send sample of 
J, 75¢ — 153, $1.35 what you want! Af 
or 6% oval | Guaranteed! Remi? 


only if satisfactory. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 


IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 

















. ak . =, 
GOLD and SILVER 


Scrap and Wastes 


PUIRCIBIASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 






GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 























“VERNON-BENSHOFE CO. 
933 Ridge Ave. Pittsburgh, Pe 

















JEWELRY REPAIRING 
DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 


405 Clark Bidg., Pittsburgh, Pa. ATlantic 2336 











DIAMOND SETTING 
JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given to 
all orders. 


TRIANGLE 


JEWELRY MFG.CO. 
602 Clark Bidg., Pittsburgh, Pa. At. 7723 














Joe Luxemberg, Indiana, Pa., called 
upon the local wholesale houses recently. 

Grau & Huber, manufacturing jewel- 
ers, 717 Liberty Ave., have completed 
remodeling operations. 

The jewelry enterprise of Sam F. Sipe, 
Wood and Diamond Sts., this city, ended 
with the close of business May 31. 

Formal opening of Morris Z. Weiss & 
Sons jewelry store, 516 Fifth Ave., Mc- 
Keesport, Pa., was held June 16. 

Al De Roy of Jos. De Roy & Sons, 
and Mrs. De Roy have returned from 
New York where they visited the Fair. 

The D. H. DeNardo & Co. jewelry 
store, Braddock, Pa., has recently been 
renovated and a fluorescent lighting sys- 
tem installed. 

C. G. Mortimer of Heeren & Co., 
Manufacturers Bldg., and Miss Thelma 
Wolfe, Butler, Pa., school teacher, were 
married June 10. 

Rogers Credit Jewelers, Liberty Ave., 
are now occupying an attractive, remod- 
eled store. The work was done by C. 
Proessler & Sons of this city. 

Mr. and Mrs. Emanuel Grafner have 
returned from an extensive trip to the 
Pacific Coast. On the way home they 
spent some time in the Yosemite. 

Gus Bastheim, president of Henry 
Wilkens & Co., 615 Liberty Ave., spent 
some time in Cleveland recently, while 
Lew Silberman, manager, was in Wheel- 
ing, W. Va. 

Lynford A. Keating, president of the 
Grogan Co., Inc., says that June busi- 
ness compared favorably with last year. 
Most of the Wood Street jewelers are 
optimistic over the Fall outlook. 

Albert I. Backer, jeweler at 988 E. 
Market St., Akron, O., is receiving the 
sympathy of the trade over the loss of 
his mother whose death occurred recently 
as a result of an automobile accident. 

David Weis, of David Wéis & Co., 
1101 Clark Bldg., has returned from an 
extended road trip and reports that 
many jewelers in the tri-state territory 
did a nice graduation and June bride 
business. 

Formal opening of the new Wilson 
Jewelry Store, Latrobe, Pa., occurred 
June 14 according to an announcement 
by Mr. and Mrs. Al B. Wilson. Mr. 
Wilson was formerly associated with the 
Hochberg Jewelry Store. 

Alex C. Dunn, credit manager for 
John M. Roberts & Son Co., attended the 
annual convention of the National Re- 
tail Credit Association in San Francisco 
during June. Mr. and Mrs. John M. 
Roberts, III, have returned from a fish- 
ing trip on Chesapeake Bay. 











THE SAMUEL WE 


NHAUS COMPANY 


DISTRIBUTORS OF NATIONALLY KNOWN MERCHANDISE 





ELGIN 


LANCERS A Ad PREMIER 
A NEW SERIES OF 1I5 UNIVEX 
JEWEL WATCHES FOR AND A NEW 634 LIGNE SERIES 
MEN TO RETAIL AT "EALCON" OF LADIES' WATCHES 





$99.75 


CAMERAS 


Write For Information 


WALTHAM 





NOW READY 





THE MOST DIVERSIFIED LINE IN THE TRI-STATE DISTRICT 





720-722 PENN AVENUE 


PITTSBURGH, PENNA. 
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Here's the toney new Lincoln-Zephyr truck re- 

cently purchased by the Grogan Co., Inc., for 

delivery of sterling, jewel and art treasures to 

milady. It was designed especially for this 

Pittsburgh jewelry store, and is the only one of 

its kind, according to President Lynford Keating 
of the Grogan organization. 





Col. J. T. Montgomery, president of 
M. A. Mead & Co., visited the local 
offices recently. Herman Auerbach, 
Pittsburgh manager for the company, 
and mother, are spending the summer 
at Conneaut Lake where Mr. Auerbach 
is recovering from a recent illness. 

Albert W. Hepler, Jr., son of A. W. 
Hepler, secretary of W. W. Wattles & 
Sons Co., and Mrs. Hepler, was married 
June 14 in South Londonderry, Vt., to 
Miss Ida Dunham of that city. Mr. Hep- 
ler recently graduated from the Prince- 
ton Theological Seminary and will enter 
the ministry shortly. 

George Dittrich, George Newmyer, 
Miss Antoinette Lockhart and Miss Mar- 
garet Bieling of Samuel Weinhaus Co. 
were the first to leave on vacations. Emil 
Freyer, president of the company, spent 
some time in the East following the 
wholesalers convention last month, while 
his son, Albert, visited Providence and 
New York where he purchased holiday 
merchandise. 


Hamilton to Manufacture Platinum 


and Gold Diamond Watches This Fall 


LANCASTER, Pa.—Responding to pub- 
lic demand for popularly priced diamond 
watches, the Hamilton Watch Co. this 
Fall will introduce a new line of plati- 
num and gold diamond numbers to sell 
in the $100 to $300 price class. 

The new group has been called the 
“Lady Lancaster” series. The diamonds 
will be of select quality, firmly mounted, 
and styles will be new and different, 
according to W. Ross Atkinson, sales 
director for Hamilton. Hamilton will 
case and time the watches at the fac- 
tory, stamp each case with its trade 
mark, and box each with an “authentic” 
guarantee booklet. Handling particulars 
will be directed by authorized distribu- 
tors; the line will not be available for 
shipment from the factory. 

“With the introduction of this series,” 
said Mr. Atkinson, “we can cover the 
complete price range of diamond watches 
with authentic Hamilton watches, and 
we intend to make it extremely difficult 
to sell Hamilton watches which have 
been altered after leaving the factory.” 

Dayton, On1o—Ross Jewelers, Inc., is 
the name of a new credit jewelry store, 
opened the middle of last month, at 
10 E. Fifth St. The store has a new 
front and new fixtures. Arthur J. Mar- 
golis is president of the new firm, A. 
M. Bremer, secretary and treasurer, and 
Harry R. Friedman, general manager. 
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Diamond Imports Up 90 Per Cent 
During Four Months of 1939 
Over Same Period of Last Year 


Diamonds, suitable for jewelry, im- 
ported by the United States during the 
first four months of this year had a 
dollar value 90 per cent higher than 
those of the same period of 1938, and 
58 per cent higher than the comparable 
months of 1936, according to figures re- 
leased by the Department of Commerce. 
The four-month period, however, was 
31 per cent lower than 1937, which will 
be remembered as more or less of a 
boom year for the jewelry trade. 

April, the last month on which figures 
are available, showed diamond imports 
of $2,766,897; just 60 per cent higher 
than the imports of the same month in 
1938. ‘They were down 20 per cent from 
March of this year, which, with imports 
of $3,324,053, was the biggest month in 
a year and a half. 

Both February and March of this year 
showed imports of over $3,000,000, and 
that mark hadn’t been reached once dur- 
ing the previous year. 

Swiss watch imports which had been 
running below the 12-month previous 
figures since February of 1938, went 
ahead in April by 34 per cent over 
April of 1938. 

The imports for the month of April 
were as follows: 


Article Number Value 
Watches and watch move- 

MMMM: iio. aren aera arg 151,474 $466,691 
Wet PONE ii nekéccues “eaweeas 74,416 
Clocks and clock move- . 

MR Sakis caveerees 4,227 17,844 
Diamonds 

Rough, uncut .....e00% 16,439 943,745 

Ce GMRY sac cceacade 4 33,482 1,823,148 
Pearls— 

RD ahd Oates awa. - Sita eve 92,594 

Cultured or cultivated. ...... 7,370 
Other precious and semi- 

precious stones 
ME WE cinta x. ecmae 18,575 

Cee CONE ec cticweser seeker 312,110 
"Facsimile"’ Diamonds, Ad Coupons 
Of Various Alleged Values, and 


"Unbreakable" Pens Hit by F.T.C. 


Pens and jewelry were misleadingly 
advertised by Robert H. Benson and 
Emma Benson, distributors, 251 Plym- 
outh Bldg., Minneapolis, it is alleged in 
a Federal Trade Commission complaint. 
The respondents trade as Benson Spe- 
cialty Co. 

Fountain pens allegedly were adver- 
tised as being unbreakable and guaran- 
teed for life, and necklaces as_ being 
I4-karat gold or silver, set with fac- 
simile diamonds and guaranteed against 
tarnish or loss of stones, when, according 
to the complaint, the pens were not un- 
breakable or guaranteed for life and the 
jewelry was of cheap grade and quality. 

Prices represented by the respondents 
as customary were in fact fictitious and 
greatly in excess of regular prices, ac- 
cording to the complaint, and it is al- 
leged that coupons advertised as having 
values of $4.41, $3.02 or $2.41 when of- 
fered as part payment for articles, actu- 
ally had no such values or any value as 
the prices charged by the respondents 


in addition to the coupons were the 
regular and customary prices. 
The commission has issued an order 


directing that Robert R. Charney, trad- 
ing as National Sales Co., and as Wind- 
sor Pen Co., 1315 Atlantic Ave., Atlantic 
City, N. J., cease and desist from repre- 
senting excessive fictitious prices as 
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DIOGENES, LOOK NO FURTHER 





"Enclosed find check for $7.00. Just credit it to 


a bad debt 25 years old,'' reads the above 
cryptic letter, signed by J. A. Rinehart of Ft. 
Wayne, Ind., received a short time ago by J. R. 
Wood & Sons, ring manufacturers, 216 W. 45th 
St., New York. The accompanying check was a 
little manna from heaven, for they had for- 
gotten all about the debt in question. As a 
matter of fact, the New York firm's records do 
not show such a debit. 


regular prices of its merchandise; that 
any articles customarily sold in connec- 
tion with use of a purported certificate 
have value exceeding the actual money 
price required to be paid; that certain 
fountain pens last a lifetime and that 
rings or necklaces are set with diamonds 
or will not tarnish or discolor. 

Trading as National Pen Co. and 
Phoenix Sales Co., Louis G. Meyers, Bir- 
mingham, Ala., has been served by the 
commission with a complaint alleging 
unfair trade practices in the sale of 
specialty merchandise including fountain 
pens and jewelry. 


Lind Installed as Head 
Of Metal Findings Makers 


Provinence—William G. Lind, newly- 
elected president of the Metal Findings 
Manufacturers’ Association, was installed 
into that office at the association’s June 
meeting, the final session of the season. 
Mr. Lind, treasurer and general mana- 
ger of T. W. Lind Co., succeeds James 
J. Corrigan. 

Mr. Lind appointed several commit- 
tees including one to bring to the atten- 
tion of the proper government agencies 
the fact that many of the member con- 
cerns are in a position to fill orders of 
many kinds on government contracts. It 
was the sentiment of the meeting that 
an effort should be made to learn what 
types of business the findings makers 
might hope to obtain and to get data 
on coming contracts for the use of all 
members of the association. 

The association reduced its annual 
dues, reflecting its strong financial posi- 
tion, Mr. Lind said, and is preparing a 
membership drive to include all qualified 
findings men, makers of supplies for the 
jewelry industry and ornament manu- 
facturers. Mr. Lind aiso announced that 
more than 85 per cent of the association’s 
membership had _ contributed to the 
Jewelry Industry Publicity Board. 


WALKER TO INTERNATIONAL 

Ann Arsor, Micu. — Announcement 
has been made of the appointment of R. 
G. Walker as general sales manager of 
International Research Corp., manufac- 
turers of Argus cameras and _ photo- 
graphic equipment. Walker comes to In- 
ternational with a long and varied career 
in merchandising and sales work, includ- 
ing ten years as sales manager of the 
specialty division of the Bausch and Lomb 
Optical Co., Rochester, N. Y. He plans 
on the liberal use of effective window and 
counter display material, magazine ad- 
vertising in widely read general publica- 
tions, as well as trade papers. 
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1914 1939 


2oTH 
ANNIVERSARY 


25 years of service to jewelers 
25 years of savings to jewelers 
25 years of safety to jewelers 


SPELLS 


25 years of satisfaction to our 
thousands of policyholders 
throughout the United States 
and Alaska. 


If you are not yet one of our 
policyholders, in justice to 
yourself, you should inquire 
about our plan of operation 
and savings. 


A TUR 





E WEL 
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FIRE INSURANC 
JEWELERS INSURANC 
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—WANTED 


names of concerns who will supply 


Memo Goops 


For New 


CREDIT STORE 


Address Box No. 5000 
Care JEWELER’S CIRCULAR KEYSTONE 








MOUNTINGS YOU CAN SELL 


Special orders for one or lots 
Complete Mfg. Service for Retailers & 
Jobbers 


Write for Designs & Prices 


The CLYDE STONE CO., MFG. JEWELERS 
University Bidg., Denver, Colo. 











SIMPLE SOLDERING 
BOTH HARD AND SOFT 
By Edward Thatcher 


This simply written 76 page book is 
packed with valuable and practical infor- 
mation for the worker in gold and silver. 
Describes and illustrates the methods and 
tools successfully used in soldering. 
Price 75 Cents Postpaid 
(Cloth Bound) 


THE JEWELERS’ CIRCULAR - KEYSTONE 
239 West 39th Street 56th & Chestnut 
New York, N. Y. Philadelphia, Pa. 














FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 
*ZONES 7-8-13-17 


WALTHAM PREMIER WATCHES 


1847 ROGERS BROS.— 
WM. ROGERS SON— 
COMMUNITY SILVER PLATE 


Also ali well known jewelry lines 


GERWE-FROHMAN CO. 
CINCINNATI OHIO 








AT YOUR SERVICE 
ELGINS — *HAMILTONS 


*Zones 6-7-8 
VIRGIN DIAMONDS 


CELLINICRAFT JEWELRY 


Lines of quality and style that give you pro- 
tected profits. 


You can recommend them to your customers 
with confidence. 


GREENWOLD-GRIFT CO. 


The house of qualify and service. 
18 West Seventh St. Cincinnati, Ohio 











DIAMOND-CUTTING 


expert work... fast service 


anor: Bare ¢ $ 9.00 per carat 
Lee ot: ar § 10.00 per carat 
fore Rar: B 11.00 per carat 

ame oF: Rare Be 12.00 per carat 

Se carat : Ir 00,00 ol tam or: War bo 
> Carat 16.00 per carat 

carat 18.00 per carat 

'4 carat 26.00 per carat 


LITWIN & SONS 


114 West 6th Street, Cincinnati, Ohio 








Diamond Rings - - -Specializing in 
Diamond Rings 
you can sell. 

Jewelry - - = + = =Largest assort- 
ment and lat- 
est styles. 

Kenwood Watches -You can sell 
with satisfac- 
tion and right 
price. 


KLEIN BROS. CO. 
WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 











LOCKETS 


1/20th 12 Kt. Gold 
Filled lockets and 
chains _ individually 
boxed, assorted 
shapes, packed six 
to a carton. 


ONLY $16.50 





= PER DOZEN. 
‘ -, Send for assortment 
Bec nee | today. 





S. SILVERMAN CO. 


525 WALNUT ST. CINCINNATI, O. 

















CINCINNATI WHOLESALERS and Jewelry Manufacturers Association was host fo 140 at its annual 
outing June 13 at Ryland, Ky. Here are, left to right, George E. Brown, president, Cincinnati Town 
Criers; Harry W. Von Unruh, president, Ohio R.J.A.; Jacob Litwin, president of the host organization; 
Clifford P. Simper, secretary, Ohio R.J.A.; Clarence Loeb, chairman of the entertainment committee, 
and Charles Grift, member of the arrangements committee and a stockholder of the Ryland Club. 
Jimmy Fenstermacher, William W. Oskamp and Arno A. Dorst were others responsible for arrange- 
ments. The retailers trounced the wholesalers in baseball, 10 to 8, captained by Leo Simon and 
Norbert Meehan respectively. Robert Hummel, Vine St. jeweler, started mixing mint juleps in the 


morning and was in demand throughout the day. 


Edwin B. Jacobs was low medalist in golf. 








Jesse Gannon, jeweler at Beatesville, 
Ind., was a visitor recently. 

Gus Kuhnbein of D. Jacobs Sons Co., 
underwent a minor operation at the 
Good Samaritan Hospital. 

Richard Albert and Robert Siefert 
are back in Cincinnati from a buying 
trip in the East. They visited the New 
York World’s Fair. 


Richard Deters, son of Harry Deters, 
jeweler in the Wiggins Block, has been 
ordained a Jesuit priest and said his 
first mass at St. Lawrence Church in 
this city, June 25. 

An antique shop to specialize in old 
gold and silver has been established at 
535 Walnut Street by Mrs. Fannie Wol- 
land. She took a sublease on the store 
which formerly was occupied by the 
Sander Jewelry Co. 


Miss Margaret Suzanne Gruen, daugh- 
ter of Fred G. Gruen, chairman of the 
Gruen Watch Co., will be married Oct. 
21, it was announced by the family re- 
cently. Miss Gruen will be the bride of 
Dr. J. J. Longacre, 4th, of Allentown, 
Pa. 


All officers were reelected by directors 
of the Gruen Watch Co., at the annual 
meeting in June. There was a single 
change among directors as Sterling B. 
Cramer, first vice-president of the Fifth 
Third Union Trust Co., was added to 
the board. He takes the place of David 
C. Jones, resigned. 

Since losing 40 watches worth nearly 
$500 to a trio of glass-smashers several 
weeks ago, the Richter Jewelry Co., 
Sixth and Main Streets, has reduced 
the amount of value of merchandise dis- 
played in its windows at night. Within 
an hour after the window was broken 
at 4 a.m., police had apprehended two 
of the suspects and recovered 13 watches. 
Four days later a third lad was caught 
and bound over to the Grand Jury. 


A jewelers’ table was established at 
the dance given by the Veterans of 
Foreign Wars at the Hartwell Country 
Club, in June, because Walter Bleska 
of the Gerwe-Frohman Co., is a veteran. 
At the table were the following: Chris 
Flanagan, Carl Schreiber, Mildred Heid- 
kamp, William Liebing, William Effler, 
Jr., Edward Eckerle, Jr., Philip Effler, 
William Effler, E. J. Eckerle, Andrew 
Hug, Adolph Wiebell, George Hook, 
Rudolph Flaxmeyer, Earl Robinson, 
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Harry Pelzer, Hal Thorp and Albert 
Lannon. 

A credit jewelry business with which 
Eastern interests will be identified is to 
be started in the store at the northwest 
intersection of Sixth and Vine Streets. 
The site now is occupied by the Getz 
Jewelry Co., which has been there since 
1923 and the latter firm will move to 
another downtown location. The newer 
enterprise was created by Maurice 
Dauber, vice-president of Jacobs Credit 
Jewelers, Inc., at Fifth and Walnut 
Streets. On a lease that runs for nearly 
11 years, the rental will involve about 
$175,000. The corner has had a jewelry 
atmosphere for many years as the Binga- 
man store was there around the turn 
of the century. 




















Chips Polished Out 
Diamonds Reeut 
Wm. F. Schumer & Son, Inc. 


Diamond Cutters 


44 Wiggins Block 
CINCINNATI, OHIO 




















SPECIAL BOXED JEWELRY 


MISS VANITY for WOMEN 
LORD JASON for GENTLEMEN 
Write for Selection 


THE D. JACOBS SONS CO. 


811 Race Street, Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 years. 














WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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Boston jewelry wholesalers go on the 
five-day week, closing all day Saturdays, 
during July and August. 

Shreve, Crump & Low Co., exhibited 
from May 15 to 23, “The Crown of the 
Andes,” and 25,000 people visited their 
store to see this famous crown. 

Arthur C. Jewett, has moved his busi- 
ness to 387 Washington Street. For sev- 
eral years Mr. Jewett was associated 
with F. E. Harwood Co., former Boston 
wholesalers. 

Greater Boston jewelers planned 
splendid window displays, and cashed in, 
when the Massachusetts Mutual Savings 
Banks paid to 63.486 members of their 
vacation clubs over $2,750,000, on June 1. 

Springfield Guild, the youngest of the 
State U.H.A. group, held a meeting, 
June 13, with 100 watchmakers present. 
The Boston Guild’s election was held 
June 14, when all of the present officers 
were retained. 

The Boston Jewelers Association held 
their last meeting of the season, June 12, 
at the Hotel Bellevue. A general expan- 
sion of the charitable work of the organ- 
ization was discussed. While the organ- 
ization is less than a year old, much good 
work has been accomplished. 

Anna Cohen, clerk in Brown’s Jewelry 
Store, Lynn, Mass., foiled two robbers 
by her coolness and quick thinking, when 
they entered the store and ordered her 
and the proprietor into a back room. 
When marched to the rear of the store 
she stepped on a burglar alarm and the 
intruders fled. 

Frank A. Andrews, retail jeweler for 
59 years, is retiring from business and 
his stock in trade is being sold at auc- 
tion. He has been located for 39 years 
at the corner of Washington and Water 
Streets, in the Winthrop Building, and 
for 20 years before that operated a store 
on School Street. 

Walter E. Latham, 73, of Waltham, 
Mass., died suddenly from a heart at- 
tack at his home, recently. Mr. Latham 
was master mechanic for 25 years of 
the E. Howard Watch Co. He was 
born in Birmingham, England, came to 
Waltham in 1883, and was widely known 
in the clock and watchmaking industry. 

Washington Jewelry Co., 365 Wash- 
ington Street, recently announced the 
purchase of all stock accounts, fixtures, 
and assets of Wilson Bros. Co., 31 Tre- 
mont Street. For over 50 years, Wilson 
Bros. were unique advertisers. New 
Englanders recall the daily suggestion 
“Marry me, Mary, and I’ll buy the ring 
from Wilson Bros.” 

Boston Bowling League held its annual 
meeting recently. George E. Fletcher, 
of E. B. Horn Co., was reelected presi- 
dent. Other officers are Willis Pynn, of 
Schreve, Crump & Low Co., vice-presi- 
dent; Fred W. Bird, of E. B. Horn 
Co., secretary; Warren Donnelly, of D. 
C. Percival & Co., treasurer; Samuel 
Robinson, of Hodgson, Kennard & Co., 
scorer. 

Waltham High School Band won musi- 
cal honors in the National Music Festi- 
val at the World’s Fair, in New York. 
This snappy marching band, of 125 
musicians and six drum majors, has won 
many contests, including one at the 
Century of Progress Exhibition, at Chi- 
cago. The fact that they are sons and 
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daughters of watchmakers, may account 
for their perfect timing. 

Harvey B. Locke, jeweler of Ames- 
bury, Mass., was recently elected presi- 
dent of the Provident Institution of 
Savings in his home town. Mr. Locke 
has been in the jewelry business over 
50 years and is one of the most widely 
known watchmakers in northeastern 
Massachusetts. While he remains in 
active participation, his son, Everett, has 
been associated with the business for 
several years. 

The Reagan, Kipp Co., 162 Tremont 
Street, was victimized by two young 
window smashers, on the morning of 
June 18. One broke the display glass 
with a stone wrapped in a towel while 
the other reaching through the hole 
snatched a tray containing five rings, 
valued at $2,000. Edmund Regan, man- 
ager, rushed to the street, to give the 
alarm to two police officers nearby, who 
gave chase, joined by taxi and truck 
drivers and others. The youths separated 
and made their escapes. 





Noyes and Evans Address Big Crowd 
at Maine R.J.A. Convention 


Porttann, Mr.—In contrast to the 
convention of six years ago, when only 
18 attended the banquet, there were 99 
at this year’s dinner, of the Maine 
R.J.A., held June 5, at the Congress 
Hotel, here. The convention business 


L. JEROME ENO, 


Skowhegan, president 
of the Maine R.J.A. 





sessions and sports were held during the 
day at the Portland Country Club. 

Harley H. Noyes, director of sales, 
Oneida, Ltd., was the principal speaker, 
urging better support of the firms which 
have fair trade contracts. Charles T. 
Evans, A.N.R.J.A. secretary, outlined 
the activities of the national association. 
Stanton N. Francis, Brunswick, secre- 
tary-treasurer, made a report on the 
watchmaker licensing bill which had 
been introduced at this session of the 
Legislature. The meeting was conducted 
by the retiring president, D. Fortin, 
Waterville. 

The officers elected for the year were: 
L. Jerome Eno, Skowhegan, Me., presi- 
dent; Lindsay Trask, Farmington, vice- 
president, and Mr. Francis, secretary- 
treasurer. It was planned to hold the 
1940 convention at Bangor. 





NEW DESJARDINS STORE 


Beverty, Mass.—The Desjardins jewel- 
ry store last month opened its splendid 
new home in the Beverly Gas and Elec- 
tric Co. building. Proprietors are Ernest 
Desjardins and Henry, his son. 
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Frank M. Whiting and G. H. French 
Silver Businesses are Combined 
with the Ellmore Silver Co. 


Merwen, Conn.—A development of 
significance is found in the announce- 
ment of the merger of the Frank M. 
Whiting Co. and G. H. French & Co., 
both of North Attleboro, Mass., with 
The Ellmore Silver Co., of this city, 
which takes effect July 1. 

A newly-purchased plant in this city 
is being enlarged and completely re- 
modeled for the business which will 
continue the name of The Ellmore Silver 
Co. I. A. Lipman, W. H. Pihlerantz and 
Charles Baldwin, officials of the new 
organization, announce that in keeping 
with the greater production facilities, 
the Ellmore sales organization will be 
expanded in all sections of the country. 

The merger will make it possible for 
Ellmore to not only increase production 
but expand its line of sterling as well. 
Equipment, designs and patterns in hol- 
lowware, flatwear and novelty items will 
be added. 

The Ellmore Silver Co. was begun 
five years ago, for the production of 
fine, heavy-gage sterling hollowware, in- 
corporating fine design, in a popular 
price range. The Frank M. Whiting Co. 
is a famous old silversmithing organiza- 
tion with the traditions of over a cen- 
tury of manufacturing behind it. G. 
H. French Co. was well known for its 
sterling novelty line. 

H. A. Malinowski, designer of note, 
who was associated with the Whiting 
Co. for a quarter of a century, will 
continue with the new organization, and 
it is expected that other Whiting crafts- 
men will also enter the employ of the 
Ellmore firm. 





LeBoeuf Pilgrim Pen Co. 
to Resume Production July |! 


SprRiINGFIELD, Mass.—After more than 
four years of idleness the LeBoeuf Pil- 
grim Pen Co., this city, will resume 
production in July as the result of a 
deal consummated June 13 by which an 
unidentified investor put up a substan- 
tial sum of money to clear the company’s 
debts and provide working capital. 

Homer J. Bessette remains president 
of the company. Production will begin 
July 1, Mr. Bessette said, and it is hoped 
to have pens marketed in September. 

The LeBoeuf Company was founded 
in Springfied, 20 years ago. It was 
absorbed a few years later by the Pil- 
grim Pen Co. In 1934 the name of the 
merged company was changed to the 
LeBoeuf Pilgrim Pen Co. 
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Simba 
Korat Gold on Sterling 

and STERLING SILVER 
REAL STONE JEWELRY 


Sold direct to retailers 


W. E. RICHARDS CO. 


ATTLEBORO, MASS 
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Where to Buy 
IMPORTED 
China and Glass 





CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in stock for immediate delivery. Great 
variety of patterns and designs. 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 
Importers, 105-107 Fifth Ave., New York 


ROYAL CAULDON and COALPORT 
China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 
EDWARD BOOTE Wt Worn y. 
SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 


Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. New York, N. Y. 


W. E. LINDEMANN 


GLASS 











CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 
THEODORE HAVILAND 


CHINA DINNERWARE 
Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND & CO., Ine. 
26 W. 23rd St. New York 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 




















ROYAL DOULTON 
English Bone China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
104 Fifth Ave. New York, N. Y. 


FINE wy CHINA 
Fever ooo, 


Famous the World Over 
le 


Available from New York Stocks 
ROSENTHAL CHINA CORP., 149 5th Ave., New York 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 

















In the Field of Advertising 
and Trade Promotion 








Jacques Kreisler Mfg. Corp., New York, 
has appointed Raymond Levy Organiza- 
tion, Inc., as advertising and merchan- 
dising counsel, effective immediately. The 
agency is preparing a trade promotion 
campaign for the introduction of a com- 
plete new line of men’s jewelry acces- 
sories, in addition to the regular Kreisler 
line of watch bands and women’s jewel- 
ry. Plans have not yet been completed 
for consumer advertising. All Kreisler 
creations are sold exclusively by jewelers. 

+ * * 


Cc. H. Lesser, president of Fairfield 
Mfg. Corp., New York, announces the 
appointment of Samuel G. Krivit Co. as 
its advertising agency. An intensive drive 


on its products, the Packard Lektro- 
Shaver and the new Packard Roto- 
Shaver will begin immediately. Large 


space units will be used in newspapers 
combined with daily radio programs 
featuring Johnny Prentiss who sings 
while he shaves. 

* * 

Art Metal Works, Inc., Newark, N. J., 
makers of the Ronson lighter, have re- 
cently offered to dealers a new summer 
folder which concentrates on the adapt- 
ability of Ronsons to summer and vaca- 
tion needs. Because this is a_ special 
seasonal edition, with no time for a re- 
run, the manufacturers recommend that 
dealers, who have not yet requested 
these folders and want to increase the 
summer sale of lighters, ask for a supply 
immediately. The Ronson exhibit at the 
New York World’s Fair is being seen by 
millions, and suggests a jewelry store 
tie-up in window and counter displays. 


200 Frolic at Outing 
Held By Boston Jewelers Club 


Swampscott, Mass.— All attendance 
records were broken when 200 prominent 
personalities from the manufacturing, 
wholesale and retail branches of the 
trade sat down together for a New Eng- 
land shore dinner, after a day of sports 
on June 21, at the New Ocean House, 
here. As promised by the officers and 
directors of the Boston Jewelers Club, 
its annual outing was a “wow.” The pick- 
ing of the longest day of the year, and 
to date, the hottest, was ideal for the 
many outdoor sports. 

The Tededco golf course attracted 30 
in a handicap tourney, which was held 
under the direction of Ed Cotter, of 
Lowell. W. L. Stone, of the Gorham 
Mfg. Co., and L. Blaine Libbey, of Mil- 
ford, Mass., ran a number of contests. 

Vincent Chapman, of the Jewelers’ 
Board of Trade, opposed Herb Wood, of 
the J. B. Varick Co., Manchester, N. H., 
in a pitchers’ duel, which after nip and 
tuck playing for seven innings, ended in 
a score of 26 to 25. President Henry 
Arnold, who was official scorer, said he 
observed no errors. Carl Lawton called 
them as he saw them, as umpire. 

The long day ended in the wee hours 
after an eight-act floor show which was 
arranged by W. L. Stone, Howard Mar- 
tin, L. F. Percival, Jr., and L. Blaine 
Libbey. 





VETOES LOSS LEADER BILL 


Aupany, N. Y.—A “loss leader” bill, 
designed to check merchandise price cut- 
ting as a lure to customers, was vetoed 
on June 7 by Gov. Lehman because “a 
law of this nature cannot be enforced.” 
The Parsons Bill provided for minimum 
mark-ups above cost prices charged by 
retailers and wholesalers. 





Association secretaries—Please send 


your reports to J. C.-K. 
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OBITUARIES 


Herzert Waters, 70, co-proprietor of 
Waters’ Bros., Scranton, Pa., died 
May 24. 


Wiuttiam Cuarr Sanpers, director of 
the Wadsworth Watch Case Co., died 
May 22, in Orlando, Fla. 

Avsert R, Nives, mayor of Oneida, 
N. Y. from 1906 to 1908, in which city 
he ran a jewelry store for 40 years, 
died on May 25, at Syracuse, N. Y. 

Eric Jacosson, 75, the first jeweler 
of Port Arthur, Tex., died May 23, in 
Los Angeles, Cal., where he had been 
making his home. 


Apert E. Curr, 65, manager of the 
diamond department of  Birks-F llis- 
Ryrie, Toronto, for many years, died 
May 22. He joined Ryrie Bros. in 1898 
and through the various changes of the 
company he continued to occupy im- 
portant positions and made many trips 
to Europe for the firm. 


NarHuan B. Levy, 84, president of 
N. B. Levy & Bro. Co., Scranton, Pa., 
jewelers, died June 16, at Saratoga 
Springs, N. Y., where he has been going 
in recent summers. He became ill four 
days before his death. Mr. Levy came 
to America from England, and in 1880 
started the jewelry business with his 
brother, the late Kalman Levy. 


Tuomas B. Lirrrepace, 54, vice-presi- 
dent of Maier & Berkele, Inc., Atlanta, 
Ga., died June 7, following an operation. 
He had seemingly been in good health 
until two days before his death. Mr. 
Littlepage, who had been with Maier & 
Berkele for the last 26 years, was a 
member of the American Gem Society, 
and was soon to be made a certified 
gemologist. He was an active member 
of the Atlanta Jewelers’ Guild, the At- 
lanta Executive Association, and other 
organizations. 

Herman Hiss, 72, senior partner in 
the Bay City, Mich., jewelry firm, bear- 
ing his name, died May 30, following 
a heart attack. Mr. Hiss was a past 
president of the Michigan R.J.A., served 
on committees of both the State associa- 
tion and A.N.R.J.A. He had been asso- 
ciated with the trade for 56 years, had 
operated his own store stince 1895, and 
was active in the business until six 
months ago. His widow and a son, 
Florian H. Hiss, present owner of the 
firm, survive. 
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Wisconsin to Define 
Repair Operations 
And Conduct Classes 


Appieton, W1s.— The disclosure of a 
three-fold plan for the watchmakers of 
Wisconsin, featured the fourth annual 
convention of the Wisconsin Watchmak- 
ers Association, June 18 and 19, at the 
Conway Hotel, here. 

The ambitious plan is: 

(1) Trade Extension. A competent 
watchmaker is being retained by the Wis- 
consin Board of Vocational and Adult 
Education to conduct technical lectures 
and discussion classes for registered 
watchmakers; supervise the instruction 
of watchmaker apprentices, and collect, 
compile and write educational material 
for these two courses and for distribu- 
tion generally in the trade. These courses 

‘have already been arranged and will be 
conducted in Milwaukee, LaCrosse and 
Appleton. Other classes will be arranged 
as watchmakers in other parts manifest 
interest. 

(2) Trade Standardization. Each re- 
pair operation will be fully and minutely 
defined so that the definition becomes, at 
once, an accurate description of the oper- 
ation and a standard of workmanship. 

(3) Trade Analysis. A minute survey 
and analysis of the educational needs of 
the watchmaker craft will be undertaken 
by educational experts of the Wisconsin 
Board of Vocational and Adult Educa- 
tion. 

Mayor John B. Goodland, Jr., wel- 
comed the watchmakers and their wives 
to Appleton at the opening session, Sun- 
day, which was conducted by President 
R. R. Meisser. Reports were given by 
Mr. Meisser, A. D. Muschinski, trea- 
surer, and B. W. Heald, secretary, also 
president of the United “Horological As- 
sociation, who says that as a result of the 
defeat of the legislative attack on the 
Wisconsin Watchmaker licensing law, the 
law is today stronger than ever. The 
principal address was made by 'T. L. Ros- 
well, Madison, of the Wisconsin Board 
of Vocational and Adult Education, who 
explained the trade extension courses for 
watchmakers. 

William Samelius, dean of the Elgin 
Watchmakers College, delivered a techni- 
cal lecture. R. Lees Avery, Appleton, 
spoke on “Efficiency in Watch Repair- 
ing.” W. A. Rather, Neenah, spoke in 
behalf of the National Jewelers Mutual 
Fire Insurance Co. C. B. Langendorf, 
Milwaukee, reported on the recent U.H.A. 
convention. Carl Bertram, coordinator 
of the Appleton Vocational school, closed 
the session with an instructive address on 
“The Possibilities and Benefits of Trade 
Extension.” 

The following officers were elected: R. 
Lees Avery, Appleton, president; c..@. 
Anderson, Milwaukee, vice-president; B. 
W. Heald, Milwaukee, secretary; Donald 
White, Appleton, treasurer; Lee Her- 
mann, Racine, national trustee, and E. C. 
Schattschneider, West Allis, technical di- 
rector. 





New York Jewelry Industry 
Pledges $24,500 at Dinner 
For Metropolitan Welfare Fund 


The sum of $24,500 was pledged by 
manufacturers, retailers and wholesalers 
of jewelry and watches in support of 
the Greater New York Fund at a dinner 
in the Waldorf-Astoria Hotel, New York, 
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June 22. The fund, in its second annual 
drive, is seeking supplementary money 
needed by 380 voluntary health and wel- 
fare agencies in the metropolitan area. 

Tra Guilden acted as toastmaster, in 
the absence of Arde Bulova, chairman 
of the board of the Bulova Watch Co. 
and chairman of the trade group, who 
was unable to attend. Additional sub- 
scriptions from the jewelry industry will 
be sought by personal solicitation, Mr. 
Guilden announced. 

Thomas S. Lamont, a partner in J. P. 
Morgan & Co., Raymond Gram Swing, 
radio commentator; the Rev. Edward A. 
Hayes, director of finance of the Cath- 
olic Charities of the Archdiocese of New 
York, and Merle A. Gulick, executive 
vice-chairman of the campaign, spoke. 

Among firm representatives who are 
serving on the committee are: M. F. 
Cartoun, of the Longines-Wittnauer 
Watch Co., Inc.; Sidney Cohen, of Sig- 
mund Cohen; Julius Dinhofer, of Din- 
hofer Bros., Inc.; Harry Goldstein, of 
the Gruen Watch Co.; Leo Kamion, of 
the K&K Crystal Co.; Morris Rifkin, of 
the Elgin National Watch Co.; Saul Rit- 
ter, of Bruner-Ritter, Inc.; Sidney Roths- 
child, of Harry C. Schick, Inc.; Toby 
Stern, of the Jacques Kreisler Sales Co.; 
Milton Weill, of the Arrow Mfg. Co., 
Inc.; Herbert Ollendorff, of the L. Ollen- 
dorff Co., Inc.; Jack Rose, of Busch’s 
Kredit Jewelry Co.; Ben Arkin, of the 
Sachs Quality Furniture Co.; J. Fisher, 
of Fisher Bros.; Elliott Hirschberg, of 
the Finlay-Straus Jewelry Co.; Richard 
Pollumbaum, of J. J. Schmuckler & Son; 
Maurice J. Schless, of the Schless Har- 
wood Co.; Van Busch, of Busch’s Kredit 
Jewelry Co.; Oscar M. Lazarus, of the 
Benrus Watch Co.; E. C. Luscomb, of 
the Walter Lampl Co.; and Harry C. 
Schick, of Harry C. Schick, Inc. 





Indiana Watchmaker Examiners 
Explain New Law at Convention 
of Jewelers and Horologists 


InpDIANAPOLIS, INnp.— The Indiana 
R.J.A. and the Watchmakers’ Associa- 
tion of Indiana held a joint convention 
at the Antlers Hotel, :here, June 25-26, 
with unusually large attendance, due to 
the interest in the Indiana watchmakers’ 
law which took effect July 1. 

Officers were reelected by the associa- 
tions as follows: 

Indiana R.J.A.—Irving Chayken, Ham- 
mond, president; A. S. Rowe, Indian- 
apolis, first vice-president; Harold Kor- 
ber, Lafayette, second vice-president; H. 
Elmer Lodde, Indianapolis, secretary- 
treasurer, and Herman L. Lodde, Indian- 
apolis, managing director. 

The Watchmakers’ Association — H. 
Walter Schaefer, Indianapolis, president ; 
Edison Abbott, Kokomo, vice-president ; 
Robert W. Smiley, Lafayette, secretary; 
Addison Harris, Richmond, treasurer; 
Herman L. Lodde, managing director, 
and Edison Abbott, convention chairman. 

The Sunday sessions were devoted to 
the affairs of the watchmaker. Speakers 
were W. H. Samelius, Elgin Watchmak- 
ers’ College; George Wild, Bradley Horo- 
logical Institute; R. R. Lawson, research 
engineer, Elgin National Watch Co., and 
Harrison F. Babcock. H.I.A. president. 

A clinic was conducted by the State 
Board of Examiners in Watchmaking, 
with A. S. Rowe, Indianapolis, leading 
the discussion. Other members of the 
board are: Victor Raab, Evansville; 
Luman Mommer, Fort Wayne; Raymond 
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Medlock, Clinton, and S. L. Hunnicutt, 
Rockville. 

A dinner dance and a floor show were 
enjoyed Sunday night with nearly 300 
attending. President Chayken, who called 
the meeting of the jewelers Monday 
morning, told of his experience with ad- 
vertising. He said that as a result of a 
test between direct mail and newspaper 
advertising, he was decidedly in favor 
of the latter form. Adolph Eisenbeiss, 
of the Eisenstadt Mfg. Co., St. Louis, 
talked on “The Romance of the Dia- 
mond,” and Syd Prague, C. & E. Mar- 
shall Co., Chicago, told how the repair 
department’ can be made a profitable one. 

Monday afternoon Frank C. Newman, 
Chicago, executive secretary of N.A.C.J., 
spoke on the topic, “Congressional High 
Lights Affecting Jewelry Interests.” He 
pointed out the necessity for strong asso- 
ciations. Henry Von Unruh, Cincinnati, 
vice-president of A.N.R.J.A., told of the 
work being done by the national associa- 
tion, and urged state and individual sup- 
port of it. 


New Jersey R.J.A. Holds 30th 
Annual Convention at Asbury 


Assury Park, N. J.— Blessed with 
ideal resort weather, the New Jersey 
R.J.A. held its 30th annual convention, 
Sunday to Tuesday, June 25 to 27, at the 
Berkeley-Carteret Hotel, here, with a 
good representation of the trade in at- 
tendance. 

A seafood dinner, entertainment and 
dance were held Sunday night. William 
Schoppy, Atlantic City, the president, 
made the address of welcome. Speakers 
at the Monday afternoon business session 
were: William G. Thurber, Providence, 
R. I., A.N.R.J.A. vice-president, who 
spoke on “Publicity”; Kenneth I. Van- 
Cott, Marcus & Co., New York, who dis- 
cussed retailing-wholesaling; P. M. Fah- 
rendorf, president, Tue Jeweters’ Crrcvu- 
LAR-Keystone, whose subject was “Plan- 
ning Ahead”; William Wagner, New 
York, executive secretary of the Jewelers’ 
Enforcement Committee, who explained 
the provisions of the New Jersey second- 
hand watch law, and Herbert S. Mosher, 
New York, of the Pinkerton Detective 
Agency, representing the Jewelers’ Se- 
curity Alliance. 

The annual banquet was held Monday 
night with a number of trade represen- 
tatives and wholesalers in attendance. A 
floor show was presented and dancing 
followed until a late hour. 

The results of the elections and busi- 
ness conducted at the Tuesday morning 
session were not available at this writing. 








Kansas Horologists Organize 
To Sponsor Licensing Law; 
Name President, Secretary 


McPuerson, Kan.—Proposing to draw 
up and sponsor a bill to examine 
and license watchmakers in Kansas, the 
Kansas State Horological Association 
was organized here June 6. 

Watchmakers attended from the Cen- 
tral Kansas Watchmakers Guild of 
Salina, the Ark Valley Horological Guild 
of Hutchinson, and from unorganized 
areas. F. S. Moore, Salina, was named 
president, and D. A. Wells, 315 W. 18th 
St., Hutchinson, secretary. Other officers 
wili be elected at a later meeting. 

Kansas watchmakers wishing to affili- 
ate with the new organization or to re- 
ceive further information about it and 
its plans have been invited to communi- 
cate with Mr. Wells. 
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Devoted to the horologist who serves civilization 
by providing accurate measurement of time. 


Drills for Wateh and Clock Work 


by JOHN J. BOWMAN 


Chairman, Educational Committee, Horological Institute of America 


\Ed. Note: This concludes Mr. Bowman’s analysis of ing of time and labor with a slide-rest. For turning 

this subject, the first part of which appeared im the May, pivot drill blanks, the hand graver is more suitable, be- 

a, | cause it can be more sensitively handled; and so little 

NOTHER necessary thing is to have the point of an amount of metal has to be cut that the labor-saving 
the drill centered, both in the width of the blade principle of slide-rest turning is superfluous. 


It is, of course, a principle of economy of labor and 
material to use drill rod of diameter little larger than 
the width of the blade to be made. But also one should 
not have too many different diameters of shanks in a 
set of drills. So, use rod of the same diameter for a 
reasonable variety of different blade-widths; then for a 
series of smaller, or larger, blades, use another diameter 


and in the axis of the entire drill. This is shown in 
Fig. 4, A, in which the axis of the drill is in line a, a’. 
The lengths of b and b’, to their meeting point in the 
line a, a’, must be exactly equal. If they are not equal, 
an effect would be produced as at B; in this, the drill 
would make a hole larger than the diameter across its 
blade. Another fault would be to make or sharpen a 
drill with lips at unequal angles to the axis, shown at C. 
This would place all the work of cutting on one of the 
lips, which would be forced to do double duty, and would 
wear dull in half the time as when both of the lips are 
cutting. There is also an effect here of drifting the 
hole away from the straight line it is supposed to make; 











4 B 


* aa 


of rod—which will give you a set of drills with several, 
but not too many, different shank-diameters. 

In Fig. 5 is shown a drill blank with the turning com- 
“4 pleted. The shoulder B is rounded out; this is not only 
to increase strength against breakage, but it is also 
easier and quicker to make than a clean-cut angular 
shoulder. At A is turned what will form the profile for 






































L 
‘ 
' 
' 
‘ 
' 
' 
! 
' 
t 
‘ 
'‘ 
‘ 


’ . ' the lips of the drill. This must be made to conform with 

~~ the angle shown at F, Fig. 3 on page 125 of the June 

and the extra pressure of forcing one lip to do all of issue. The sides of this taper must be made straight, and 
the work increases the danger of breaking the drill. to meet cleanly at the point. 

It is obvious that all that has been said about the The next operation is to flatten the blade of the blank 
proper formation of drills in making them applies just on two exactly opposite sides. Except for small pivot 
as importantly every time the least amount of grinding drills, the blank should be left in the lathe chuck for 
is done in sharpening them. . filing. Set the index-pin in a hole in the lathe pulley; 

The beginning of making a flat drill is, of course, the file one side of the blade; turn the pulley exactly one- 
turning of a blank out of a steel drill-rod in the lathe. half turn and reset the index pin; file the other side. 
In making large drills, this can be done with great sav- The filing should leave the blade proportioned like 4, 
THE JEWELERS’ CIRCULAR-KEYSTONE 75 


for July, 1939 














LEES & 
SANDERS 


LID. 


Manufacturers would 
not recommend us to 
their friends if they 
were not satisfied 
themselves. 


SWEEP 
SMELTERS 
| BIRMINGHAM, ENG. 











EST. 1844 


NEW BEDFORD 
MASS 











NEW 
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Just What You Have Been 
Looking for—White Plate No. 2039 


A New "SAL-HYDE" Salts which produces an ex- 
quisite highly lustrous tarnish resisting finish on 
Silverware—Rings—Watch Cases—Brooches, etc. 


Simple to use and provides the beauty and lustre 
of the most popular precious white metal. 


White Plate No. 2039 meets the present demand 
at an important saving. 
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Fig. 3, as viewed edgewise. The guide to insure equal 
filing of both sides is the point turned at 4, Fig. 5. 
From this point, each filed side must taper equally away 
from the axis of the drill, from point to shoulder. 

Flattening the sides of pivot drills may be done on a 
medium-grain oilstone, holding the drill blank in a pin- 
vise, instead of leaving it in the lathe. This, because 
even the finest cut file teeth would be too coarse in re- 
lation to the diameter of a very small drill. In fact, some 
workmen harden and temper the smallest pivot drill 
blanks first, and then both flatten the sides and sharpen 
the lips on a hard oilstone, holding the drill in the pin- 
vise. 

Now coming back to drills larger than pivot drills: 
after the sides are filed, the drill is to be hardened and 
tempered; then stoned to make keen cutting edges on 
the lips. There is no need to harden the shank of the 
drill; even the blade of a large drill need not be hardened 
quite up to the shoulder. The greater the length of a 
drill that is hardened, the greater is the likelihood of 
warping the drill; and it is impracticable to straighten 
a warped drill. The details of hardening and temper- 
ing steel have been explained in an earlier article of 
this series, so they will not be repeated here. 
drills are better heat-treated individually; but a quan- 
tity of pivot drills may be handled in a lot. Pack them 
in a thin-walled metal box, surrounded with finely pow- 
dered jewelers’ charcoal. A good container is an ex- 
ploded copper rim-fire cartridge shell; a .22 caliber 
“long rifle” shell will hold eight or ten drills. Be sure 
that all are surrounded by the charcoal powder, with 
none of the steel exposed. Bring shell and all to a clear 
red heat; hold the heat for a few seconds, then carry 
the shell near to the surface of the water, and spill the 
drills quickly, vertically, into the water. The hardened 
drills will be found silver-gray and free from scale, and 
easy to polish clean for color-tempering. For average 
work, drills should be tempered to a positive yellow 
color, but not too deep a shade. This should be varied 
somewhat in special cases. For instance, a drill for use 
in a tough, “sticky” metal like copper, is better tempered 
brown, to avoid undue breakage. Pivot drills should be 
made pale yellow, as even the detempered steel they 
have to cut, is rather hard. Another way to harden and 
temper pivot drills, especially convenient for a single 
drill at a time, is to heat the blade cherry red in an 
alcohol lamp flame, then immediately thrust the drill 
into a piece of beeswax. The rate of cooling is slower 
than in quenching in water; and the result is to leave the 
steel less than fully hard, the temper being about equal 
to pale yellow, although no color appears on the steel. 

The final step in making drills is to form the cutting 
edges. Large drills may be held in the fingers, each 
flattened side laid on a medium-grain oilstone, and the 
drill moved to and fro lengthwise of the stone, until all 
the file-marks are smoothed out. Then repeat this on a 
hard Arkansas oilstone, to perfect the smoothing at the 
cutting edges. The drill is now ready for stoning the 
faces of the lips. These can be made perfectly centered, 
and correct in angular profile, by stoning off, at 4, 
Fig. 5, the arcs left by turning, BUT NO MORE than 
the arcs. If you remove more, you are throwing away 
the “guide” to the formation of a correctly angled and 
centered drill blade. Lay the lip on the stone to make 
a perfect meeting between lip and stone. Let this tilt 


Large 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for July, 1939 


77 


the drill either toward or away from you; this angle 
must be maintained during stoning; but before starting 
stoning, the drill must be given also another slant, side- 
wise, about 30 degrees (1/3 of a right angle) from the 
vertical, to form clearance for the lip of the drill. 

The lip-faces should be slanted so that the drill, when 
used in a lathe, will cut when the lathe runs in the 
customary direction; which is when the upper side of 
the spindle turns toward the operator. 

If one has a rotary grinding attachment or a pivot 
polisher for the lathe, these may be used advantageously 
for both drill-making, and regrinding for sharpening, 
when a quantity of drills are done at one time. But for 
a single drill, the work can be done by hand in less time 
than would be needed to set up the fixture. 





SWISS WATCH INDUSTRY TIGHTLY ORGANIZED 


Established in Switzerland in the 16th century, the 
watch industry in that nation now is comprised of about 
1200 enterprises, employing 54,000 people, Fred G. 
Gruen of the Gruen Watch Co. told the recent conven- 
tion in Washington of the Horological Institute of 
America. 

Since the World War the Swiss watch industry, he 
said, has been concentrated into three organizations: 

(1) The Swiss Federation of Associations of Watch 
Manufacturers (F. H.), which includes the great ma- 
jority of all firms in this branch—namely, 70 factories 
which produce the complete movement with the exception 
of a few parts, and 400 small factories (called establis- 
seurs or termineurs) which assemble rough movements 
(ébauches) purchased from special factories which make 
such movements. 

(2) The Trust of Manufacturers of Rough Movements 
(Ebauche-Trust), which consists of all factories making 
rough movements with the exception of two. 

(3) The Association of Watch Material Manufac- 
turers (Ubah), comprising about 300 firms manufac- 
turing escapements, hairsprings, balance wheels, main- 
springs, dials, hands, cases, etc. 

Agreements concluded in 1927 provide that: the 
Ebauche-Trust sell rough movements exclusively to firms 
who are members of F. H.; the 70 real watch factories 
produce exclusively movements or watches of their own 
make; the assembling firms finish exclusively rough 
movements purchasing from the Ebauche-Trust; and 
manufacturers of materials sell exclusively to the watch 
factories, the Ebauche-Trust and the assembling firms 
which are members of the organized watch industry. 

A general corporation was then founded with the aid 
of the government, the banks and the various mentioned 
organizations. This superholding concern acquired the 
majority of stock of the Ebauche-Trust, and purchased 
all outsiders producing rough movements and most of the 
firms making material parts. 

As the selling prices had been pulled down during the 
depression, the government in 1935 forbade the erection 
of new factories as well as the enlargement of existing 
ones by employing more people than in 1929. In 1936 
outsiders of the industry were prohibited from selling 
their products at prices below the ones applied by mem- 
bers of the organizations, and in 1936 the government 
gave legal force to a ruling of the organizations worked 
out in 1932, prescribing minimum selling prices. 























WORKSHOP WCITIES € QUIEETIES 


OLISHING BALANCE RIM—Sometimes when I 

clean a watch, everything looks fine except the top 
of the balance rim. How can I polish this without any 
chance of bending the balance after it has been trued 
and poised? (Question No. 5213.) A. C. O. Co. 


Answer—About the quickest way to polish the top 
of a balance rim, when this remains dull following the 
usual cleaning in cyanide solution or in a cleaning ma- 
chine is to use a chamois buff charged with powdered 
rouge, and while doing this, rest the balance on a piece 
of cork, perfectly flat on top, with a hole in the center 
to accommodate the lower end of the staff, the cork being 
held in the bench-vise. The lower part of the cork may 
be filed flat on two opposite sides where the vice jaws 
hold it; this will prevent the top of the cork from “‘bend- 
ing” out of flat, which is important. If the buff has been 
freshly charged with rouge, some of the powder will be 
left on the sides of the balance rim and on parts of the 
screws, and this may be easily removed with a fine clean 
watch brush. This applies especially to the slots in the 
balance screws, to avoid leaving in them any rouge that 
might be thrown out into the watch movement after the 
watch is started running. 


HIME TONES—I have a tubular chime clock for 

repairs, which have been completed; but the cus- 
tomer complains that the tone of the chimes is not as it 
was when the clock was new; says it sounds hard and 
disagreeable. What can be done about this? (Question 
No. 5214.) A. D. P. 


Answer—Some causes of undesirable tone-quality in 
tubular chimes are: (1) the leather or felt pads of the 
hammers may have become hard from the blows against 
the tubes, which gradually “compact” the material of 
the pads. Solid block-leather, or felt, pads may be 
softened by “picking” them repeatedly with a needle- 
point; or, more quickly, with a tool made by setting 
about a half-dozen needles in an empty small cartridge 
shell with lathe cement. If the hammers have thin leather 
fastened over their heads, this leather may need replace- 
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ment. (2) Hammers may be found to strike glancing 
blows against the tubes, and should be set so as to 
strike squarely at the center of tube. (3) A hammer 
may come to rest too close to, or even against the tube; 
its resting position should be just as close to the tube 
as will permit the latter to vibrate without contact after 
the blow has been struck. (4) The hammers may rest 
at quite unequal distances from the tubes, and should 
be equalized. (5) Something in the clock case (piece of 
paper or the like) may be found touching a tube; or 
tubes touching each other slightly. Even if not touching 
when the tubes are hanging quietly, sometimes they hang 
so close together that they touch only when vibrating, 
causing a clashing tone. The tubes must be hung so that 
a maximum equal space is seen between them as they 
hang when not vibrating. 


EELING LACQUER—When we engrave lacquered 

silverplated ware, usually some of the lacquer peels 
off around the engraving. How can this be prevented? 
And when it does happen, how can we make a clean- 
looking job of relacquering the places where the lacquer 
has peeled off? (Question No. 5215.) E. L. S. 


Answer—lIn cases where lacquer has peeled off 
around engraving sufficiently to spoil the appearance of 
the piece, there is really no way to touch up or partially 
relacquer the work so as to make a perfectly good job 
of it. The thing to do is to remove the lacquer from the 
entire piece, and relacquer it entirely. Lacquer may be 
removed with denatured alcohol, either by immersing 
the work in alcohol, or by rubbing it with cloth well wet 
with alcohol. The trouble with attempting to “touch-up” 
peeled spots is that it is impossible to make an invisible 
joint where the old and the new lacquer coatings meet 
each other. 


ODIUM CYANIDE—My druggist says he cannot 
supply me with cyanide of potassium, but can fur- 
nish sodium cyanide, for making solution for cleaning 
watches and silverware. What is your opinion of the 
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sodium cyanide for the purposes mentioned? (Question 
No. 5216.) C. P. 

Answer—Sodium cyanide will accomplish exactly the 
same results as cyanide of potassium, for the uses you 


name. It should be made up into solution, and used the 
same way as cyanide of potassium. 


EMOVING ROLLERS—In my staking tool set 

there is a stump that I cannot imagine a use for. 

It has a flat top, with six slots cut partly down below 

the surface of the top. What is this for? (Question 
No. 5217.) L. C. A., Inc. 


Answer—The described is for removing 
rollers from three-arm solid balances such as are found 
in some old American and Swiss watches. Lay the roller 
on the stump, with the balance downward, and use one 
of the punches that has a female cone, choosing a hole- 
size that will allow the pivot to enter with a little side- 
play. Tap the punch lightly, so as to gradually disengage 
the roller from the staff. 


stump 


ONE BUSHINGS—A customer for whom I am re- 

pairing an old clock with wooden plates and wheels, 
insists that I use bushings of bone same as the original 
bushings are. Where can I obtain these? Have tried 
several material dealers, and none of them can supply 
me. (Question No. 5218.) D. U. 


Answer—There is no such thing as ready-prepared 
bone bushing material in the market. Bushings can be 
easily made, however, from old bone brush handles; or 
from bone knitting needles, ete. Old bone is best, being 
dry and not liable to shrinkage which would cause bush- 
ings to become loose in their seats. A piece of knitting 
needle, held in a chuck in the lathe, may be turned to fit 
the hole in a wooden chuck plate, then drilled slightly 
smaller than the pivot; then set friction-tight in the hole 
in the plate, and finally the center hole is fitted for the 
pivot by broaching. If you cannot find any old bone ob- 
ject of round form, saw slabs from another shaped piece, 
square, file one end round to enter a chuck; center and 
support the other end on the tailstock; then turn the 
length round, and proceed as above explained. 


NGRAVING PROBLEM—I have trouble when 

engraving on rounded surfaces, when they are un- 
usually curved, like on bracelets. An instruction book 
I have shows how to hold the graver, and I understand 
this all right; but still the graver will slip out of the 
cut and sometimes cuts a track across the job and spoils 
it. Have tried resting my thumb on the work; but this 
rubs out the design. I know the graver must be lifted 
or lowered at times to follow the line and make shad- 
ings, but this is when it is apt to slip. Can you tell me 
how to work without slipping? (Question No. 5219.) 
a DB ¢, 


Answer—Your statement shows that you know how 
the work should be done; this is mostly a matter of keep- 
ing the graver tangent to the curve of the work, as it 
moves. But in learning any mechanical operation, it may 
be said that knowing what to do or how to do it, is 
easier than to put this knowledge into practice; the 
latter requires skill that can only be acquired by prac- 
tice, practice, and more practice. We might suggest that 
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you buy some cheap bracelets at a five-and-ten-cent 
store; or use some of your plated or filled junk, if you 
have it, and practice on such material until you over- 
come the difficulty. If you try the work on actual work-on 
merchandise sold to customers, you might experience 
anxiety and nervousness that makes you even more apt 
to slip, than when working on goods of little value. 


OLD ENDS—How is the best way to remove the 

gold ends that plug up the holes in watch case 
hinges, so as to get at the hinge-pin to push it out? 
(Question No. 5220.) L. C. A. 


Answer—Press the point of a sharp graver into the 
metal of the plug, as close as possible to the end of the 
hole in the hinge-joint; a moderate further pressure on 
the graver nearly always is sufficient to remove the plug. 
If very heavy pressure is necessary, this may unavoid- 
ably mar the plug so much that a new one should be 
filed, trimmed and polished, to finish the job. 


ENTERING HAIRSPRING—When we read or 

hear that the hairspring must always be centered 
in the regulator pins, exactly what does this mean? An 
argument I heard lately was that this means that the 
spring must be set at a height so that there is an equal 
length of the pins above and below the spring. Is this 
correct? (Question No. 5221.) D. K. E. Ine. 


Answer—By “centering a hairspring in the regula- 
tor pins” is meant forming or bending the portion of 
the spring between the stud and the pins, so that it 
stands in the center of the space between the pins, when 
the balance it at rest, as when the power is run down. 
This condition should exist also at all points as the 
regulator is moved from one end of the scale to the 
other. In other words, the spring should not press 
against either of the pins, except when the motion of 
the balance moves it alternately toward each of the 
pins. The above holds true even when the pins are very 
close to each other, as they are in high-grade watches. 
So, you see, the idea of centering expressed in your 
question is incorrect. 


OLAR TIME—What is the connection between 
standard time and mean solar time? (Question No. 
5222.) E. L. M. Corp. 


Answer—Standard time is mean solar time; that is, 
mean solar time is what is carried on the dials of 
watches and clocks. But there has been an inconveni- 
ence in the fact that places east or west of each other, 
“have noon” earlier or later, depending upon their dis- 
tance from each other. Before Standard time was 
adopted, this made difficulties with train schedules, etc., 
since a town only 25 miles away might have its mean 
solar local time two minutes different from another town. 
So, about 60 years ago, agreement was made by the 
American railroads to divide the United States into four 
zones, in each of which there would be exactly one hour's 
difference in time from that in the next zone east or 
west. This is what is called Standard time. By it, only 
three changes need be made in traveling across the con- 
tinent, instead of hundreds of changes. International 
agreements later extended Standard time zones around 
the world. 
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Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


in answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 

To avoid unnecessary correspon- 
ience mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word: 
minimum charge, 75c. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 92 Nassau St., Cort. 
7392, New York. 





WATCHMAKER, five years’ experience; 
age 33; references; salary secondary. 
Ben Sherman, 2016 Marmion Ave., 
Bronx, N. Y. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, Ill. 





MANUFACTURING ' jeweler, engraver 
and diamond setter; first class refer- 
ences. Address “F., 1112,’ care Jewel- 
ers’ Circular-Keystone. 





A-1 WATCHMAKER and jeweler, can 
also repair expensive clocks; 30 years’ 
experience; can begin at once; state 
salary. Address “J., 1024,’ care Jewel- 
ers’ Circular-Keystone. 





BOOKKEEPER, efficient, accurate, ver- 
satile; years varied experience; capa- 
ble taking full charge; closing books 
end of year. Address “O., 1069,” care 
Jewelers’ Circular-Keystone. 





COLLEGE GRADUATE, certified ac- 
counting and retail jewelry experience, 
will consider any position offering op- 
portunity for future. D. Ratner, 135-43 
Roosevelt Ave., Flushing, N. Y. 





COUNTER MAN of genuine selling abil- 
ity for diamond section in active credit 
store; high type man of unusual back- 
ground. Address “P., 1099,” care Jewel- 
ers’ Circular-Keystone. 





OKLAHOMA watchmaker, jeweler, en- 
graver wants position in extreme South- 
west; best references; 25 years’ ex- 
perience. Address “A., 893,” care Jewel- 
ers’ Circular-Keystone. 





ENGRAVER, high class workmanship; 
jewelry, silverware, trophies, etc.; in- 
dustrious, sober, reliable; age 45; 30 
years’ experience. Address “A., 1012,” 
care Jewelers’ Circular-Keystone. 





FIRST CLASS watchmaker, jewelry and 
optical repairman, some engraving and 
stone setting; 33 years old; married 
and have a family. Address “B., 1051,” 
care Jewelers’ Circular-Keystone. 





HERE’S THE MAN for whom you've 
waited a long time; knows successful 
credit store management from A to Z. 
Address “N., 1098,” care Jewelers’ Cir- 
cular-Keystone. 





OKLAHOMA watchmaker, jeweler, en- 
graver wants. position in extreme 
Southwest; best references; 25 years’ 
experience. L. C. Freeman, 204-206 
South Second, Muskogee, Okla. 





SALESMAN desires silverware line for 
Middie West territory; have a very 
good following; drawing against com- 
mission. Address “E., 1138,” care 
Jewelers’ Circular-Keystone. 





SALESMAN, experienced, Middle West 
territory, desires watch and jewelry 
line; drawing against commission. Ad- 
dress “G., 1139,” care Jewelers’ Circu- 
lar-Keystone. ° 





WATCHMAKER, six years’ experience 
all makes of watches; age 24; married; 
$30 per week; prefer Pennsylvania or 
vicinity. Address “F., 1088,’ care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, 25 years’ experience: 
good references ; complete set of tools; 
New York City or Jamaica preferred. 
Address “S., 1123,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER wants position with op- 
portunity to buy part interest in busi- 
ness; having many years’ experience 
in retail jewelry line. Address “‘J., 
1091,” care Jewelers’ Circular-Keystone. 





WEDDING RING maker; rolling, blank- 
ing, turning, etc.; accustomed modern, 
large scale production methods; single; 
locate anywhere. Ganz, 85-38 54th Ave., 
Elmhurst, N. Y. Havemeyer 6-8869. 


WATCHMAKER, school trained, hard 
worker ; good references, own tools, de- 
sires position; prefer South; go any- 
where; reasonable salary to start. Ad- 
dress “B., 1015,” care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER, experienced baguettes 
to railroads; young; references; Wis- 
consin license; salary $25; go any- 
where; also repair clocks; school 
trained. Address “M., 1066,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, capable, several years’ 
experience in first class jewelry stores: 
light jewelry work; assist with sales: 
neat, punctual; good references; age 
39. Address ‘“‘L., 1065,” care Jewelers’ 
Circular-Keystone. 





CASTER, expert caster of jewelry, makes 
rubber or metal moulds, vacuum in- 
vesting, assure 100 per cent perfect 
results, desires position or _ installa- 
tion. Address ‘“H., 1140,” care Jewelers’ 
Circular-Keystone. 





WATCHMAKER, first class mechanic on 
high grade, complicated and_= small 
Swiss watches; capable of taking 
charge repair department; A-1 refer- 
ences; New York City preferred, but 
will go anywhere. Address “D., 1137,” 
care Jewelers’ Circular-Keystone. 





EXPERT salesman on diamonds and 
watches open for position in better 
class installment jewelry store; high- 
est reference; employed now. Address 
“R., 1111," care Jewelers’ Circular- 
Keystone. 





EXPERT, well trained manufacturing 
jeweler, setter, designer, special order 
platinum, etc., good background, wants 
permanent position with reliable con- 
cern; references. Address “C., 1109,” 
care Jewelers’ Circular-Keystone. 





FRONT WATCHMAKER, expert work- 
manship, all size watches; good ap- 
pearance; salesman; salary or com- 
mission basis; Greater New York only. 
Wainwright, 11 W. 91st St., New York 
City. 





EXPERIENCED all around watchmaker ; 
honest, thorough, industrious; takes a 
real interest, assisting at general work 
when desired; tools; references; any- 
where. Daniels, 52 Pine St., Stoneham, 
Mass, 





CERTIFIED WATCHMAKER, Bow- 
man graduate, desires position; 
steady and reliable; highest refer- 
ences; married. Address “Certi- 
fied Watchmaker,” 1229 Park. Row 
Bldg., New York City. 





MANAGER, salesman, credit jewelry 
store; young man of good presence, 
strong salesman, diversified experi- 
ence; in New York City. Address, 
Walter Woolf, 2198 Cruger Ave., care 
I. Goldman, Apt. 4M, Bronx, New York. 





GENERAL ENGRAVER, graduate Phila- 
delphia College of Horology and En- 
graving and also art schools; excellent 
references; will accept position outside 
of Philadelphia. Address ‘“H., 1027,” 
care Jewelers’ Circular-Keystone. 


JEWELER, first class all around me- 
chanic, on platinum and gold, wants 
position out of town; also diamond 
setting, jobbing, etc.; salary optional. 
Address “A., 1049,” care Jewelers’ Cir- 
cular-I<eystone. 





THOROUGHLY experienced jewelry and 
silverware engraver of ability desires 
position with first class jewelry store; 
Eastern seaboard; employed at pres- 
ent. Address “F., 1043,” care Jewelers’ 
Circular-Keystone. 





WATCHMAKER, 20 years’ experience on 
small baguette, railroad work; trade 
shop experience; good estimator; sales- 
man; light jewelry repairing. Earl 
Kirmse, 2227 Washington, Dubuque, 
Iowa. 
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Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





a 


DIAMOND SETTERS, jewelry repair- 
ers, watchmakers; skilled, efficient 
workmanship and prompt service; 
reasonable prices. D. Geller, 51 
Chrystie St., New York City. 





JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bldg., St. 
Louis, Mo. 





AUTHORIZED fountain pen service to 
dealers everywhere; minimum factory 
prices and policy, plus quicker deliver 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
account, Miller’s Pen Seryice, Atlanta, 
Ga. 





PENS REPAIRED FOR DEALERS; 
fountain pens, desk pens, ‘“Vaku-um”’ 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St., 
Chicago. 








Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model; confidential 
advice; literature. Z. H. Polachek, 
1234 Broadway, New York. 








PMiscelianeous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





INVENTORS: send for my free 72-page 
book; conscientious, prompt personal 
service on all patent matters; regis- 
tered patent attorney. L. F. Randolph, 
Dept. 764, Washington, D. C. 





LEARN WATCH REPAIRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





WATCHMAKERS! increase your abil- 
ity through the highly recommended 
books: “Rules and Practice for Adjust- 
ing Watches” and “Practical Balance 
and Hairspring Works”; circulars free. 
Walter Kleinlein, Waltham, Mass. 




















RECENTLY 
PUBLISHED .. 


JEWELRY, GEM CUTTING 
and METALCRAFT 
by W.T. Baxter 


Instructor in Art Metal and 
Jewelry, Woodrow Wilson High 
School, Washington, D. C. 





A book explaining the 
tools, materials and meth- 
ods used in trade shops. 
A reliable guide for ap- 
prentices—a helpful and 
informative book for the 


journeyman worker. 





Contains 224 pages—Pro- 
fusely illustrated. 





Price $2.50 Postpaid 


THE JEWELERS’ 
CIRCULAR- KEYSTONE 


Chestnut and 56th Sts. 
Philadelphia, Pa. 


239 West 39th St. 
New York, N. Y. 
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“The Boys on the Road” 


A monthly department of personal news notes about the men who sell to the jewelry trade 


TT 


HONANANDEALUNOUUNAANUUNAANOUnNNALUUUUNE 


ail 
e@ Jacob A. Golby, of New York City, 
recently made his second trip for the 
year into Cincinnati. He has been mak- 
ing the Queen City for 49 years and 
expects to continue his visits to Old 
Losantiville for a few more years. 

@ George O. Dary, well-known manu- 
facturers representative, with offices in 
the Forsyth Bldg., Atlanta, Ga., is back 
at his desk following an operation at 
Emory University Hospital. 

e@ Billy Lamb, the touring representative 
of George H. Fuller & Son Co., arrived 
in Chicago late in June in time for the 
Rooster outing and will spend a few 
weeks there before proceeding to the 
factory at Pawtucket, R. I. 

e@ Howard Martin, of Wieler & Martin 
Co., wholesale jewelers of Boston, says 
he will have to hustle now, for on June 
5 the household overhead increased. 
The stork delivered a baby boy. 

e Jimmy Fenstermacher, who was the 
most active member when the Town 
Criers gathered for an early summer 
session at a Cincinnati cafe early in 
June, was in an automobile accident 





recently near Little Rock, Ark. His 
machine turned over three times and 
became a total wreck. The traveling 
representative was bruised but came 
out of the accident quite whole. Jimmy 
bought another car and drove home. 


@ Friends of Max Alberts, sales mana- 
ger of I. Alberts Sons, Inc., Boston, 
have missed his cheery “good morning” 
and have asked, “Where is Max, these 
days?” Max is serving on a Norfolk 
County jury. 

el. F. Percival, Jr., asst. treasurer of 
D. C. Percival Co., Boston, and Ralph 
Baker, the firm’s New York State repre- 
sentative, attended the N.Y.R.J.A. con- 
vention at Syracuse. 


e@ A. L. “Al” Betz, Ripley & Gowen 
trade representatives at 9 Maiden Lane, 
was in high spirits at the Maiden Lane 
outing and with good cause, for it was 
the occasion of his 16th wedding anni- 
versary. 

@ Ross Donaldson, Eastern trade repre- 
sentative of the LeStage Mfg. Co., with 
offices at 9 Maiden Lane, New York, 
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was in Baltimore when he learned of 
the serious illness of his mother, Mrs, 
Mary Jane Donaldson. He hastened to 
her bedside, in North Attleboro, Mass., 
and was with her when she died on 
June 4. Mrs. Donaldson was aged 74 
years, 

e It’s a girl, Joyce Ann, at the David 
G. Freedmans. Mr. Freedman has been 
associated for many years with Grafner 
Bros., Pittsburgh, wholesale jewelers. 

e@ Traveling men in the Queen City re- 
cently included: George Fredenberg, 
Lawrence Cavey and M. Pease of the 
Parker Pen Co.; James Lester, Willis 
Rice and M. Goodeson of the Interna- 
tional Silver Co.; Reggie White, J. J. 
White Co.;, Phil. Abrams, diamonds; 
Fred Sayre, Newark, N. J.; Herb 
Schulz; Louis Raidt; Howard See- 
back; Archie Denkert, Newall Mfg. Co.; 
Jack Kohler, J. R. Wood & Sons and 
Max Moser, diamonds. 


@ Irwin Harmon has been added to the 
traveling staff of the Klein Bros. Co., 
Cincinnati wholesale jewelers. He will 
tour the Southeast. 








More Than 200 Pose for the 





Photographer at the Biggest Maiden Lane Outing Ever 





By count approximately 225 trade representatives and wholesalers gathered under the elms at the Elks Club, Oakwood Heights, Staten 
Island, N. Y., on Saturday, June 10, for the annual summer affair of the Maiden Lane Outing Club. Despite the unprecedented. attendance 
the event was carried off nicely under the direction of a committee headed up by Henry Green, Vogue Jewelry Mfg. Co. His co-workers 
were Arthur Bergman, Knight Printing Co.; Harry J. Bromley, National Jeweler; Howard Hutchins, Kastenhuber & Lehrfeld; Henry E. Hyde 
and E. Sidney Hyman. The baseball game, won by Dave Weinberg's nine, started the day's sport, but the greatest thrill of the. day was the 
grudge fight between "Battling Barney" Lesner and "Slugger" Schuster. The pace was so terrific, and the battlers were in such apparent 
poor condition, that the bout ended in a double knock-out in the third frame. Schuster had a slight advantage in weight but Barney's 
lightning hooks had a telling effect. After a plentiful luncheon served under the trees, bowling, quoits, handball contests and "African 
golf" were played. Proceeds from one game were voted to a worthy charity. A filet mignon dinner and a floor show brought the day to 
a close. Jimmie Thiese of the Acme Ring Mfg. Co., the president, was toastmaster. He announced the appointment of the following as 
next year's committee: Norman Ulrich, Morse, Andrews Co., chairman; Barney Lesner, Bristol Seamless Ring Co.; George Scofield; Wheaton 
E. Gray, White Mfg. Co.; Benjamin J. Stauffenberg, Marathon Co.; Harry Cohen, Jacob Cohen & Sons, and O. H. Thronsen. 
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USINESS men have frequently voiced their objec- 

tion to the influence wielded by “college professors” 
and other impractical theorists in shaping and adminis- 
tering the legislation and policies of the government 
that have to do with business. And rightly so. 

But in our effort to correct this unfortunate situation, 
let’s not lose sight of another menace from this same 
type of perhaps well meaning, but sadly misinformed 
individual. 

Have you ever talked with high school or college 
students and listened to their ideas on the subject of 
business and economics? Those ideas have been fed 
them by teachers who know nothing whatever of busi- 
ness and how it operates, but who in their self-anointed 
superiority have decided that the business man is half 
dim-wit and half crook, and who are in a position io 
preach their half-baked theories to impressionable ado- 
lescents. 

The growing spread of these delusions among the men 
and women of tomorrow is assuming serious proportions, 
and is not to be taken lightly. Business men, both indi- 
vidually among their own families and friends, and by 
group action through trade associations, Chambers of 
Commerce and other bodies, should be alert to detect 
and counteract the dissemination of these false doctrines, 
and to spread the truth of the service that business 
renders to the people of the country. 


HAT is the goal you are trying to reach this year? 
Is is merely to do more business, or is it to make 
more profit? 

Too many of us at times forget the profit angle, taking 
it for granted that if we can only take in more dollars, 
the profits will automatically take care of themselves. 
Sometimes it works out that way, but not always. 

Sometimes the cost of getting the additional business 
eats up more than the gross margin upon it—sometimes 
in our eagerness to capture every possible order we let 
ourselves get overloaded with excess merchandise for 
fear of not having exactly what the customer wants, and 
at the end of the year our paper profits are tied up in 
dead stock which perhaps can be moved only at a loss. 

After all, volume is not the end and aim of business— 
true, each business has a certain minimum volume which 
it must do in order to carry its overhead, but once be- 
yond that point, net profit rather than merely volume 
should be the first consideration. 


HE grass in the other pasture always looks greener, 
and probably every jeweler at one time or another 
has cast envious eyes at what seems to him like the big 
prosperous business of the department store down the 
street. 
Perhaps, though, the jeweler might find he was get- 
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ting all the worst of it if by some magic he could change 
places with the department store owner. Not only would 
his problems of stock selection, merchandising, financing 
and competition be enormously increased and multiplied 
by the size and complexity of the business, but at the 
end of the year, he'd probably find that his increased 
work and worries had yielded him a smaller net profit 
than his old familiar jewelry business. 

A survey of the 1938 business of the department 
stores throughout the country just released by the Na- 
tional Retail Dry Goods Association reveals that their 
average net profit last year amounted to less than one- 
third of one per cent of their sales, against the 2.1 per 
cent which the A.N.R.J.A. survey showed as the average 
for jewelers in what was admittedly a bad year for 
jewelry. 

We may have our troubles, but when we see another 
and supposedly prosperous group of retailers going 
through more work and worry for one-seventh as much 
net return, perhaps we have a good deal to be thankful 
for, too. 

e * 


NOTHER striking testimonial to the essential and 

indestructible value of fine jewels was revealed in 

a story blazoned on the front pages of the daily news- 
papers a couple of weeks ago. 

One of the most prominent movie actresses wanted to 
go to Europe, but the Federal Government refused to 
let her leave the country until her income tax, which 
ran into six figures, was paid in full. For a while it 
looked as if the lady were out of luck, for not even a 
$5,000 a week movie star ordinarily has $100,000 in 
cash lying around, and stocks, bonds, or real estate were 
not acceptable to Uncle Sam as security. 

And then some one had an inspiration! Her jewels! 
They were in her baggage and instantly available. Would 
the revenue men accept them as a pledge? They would. 
They did. And the Normandie an hour and a half behind 
schedule finally pulled out into the North River with 
one fair passenger aboard. 

No other form of property known to man, except 
coin of the realm, could have solved the dilemma. 
Jewels, and jewels alone, have the highly concentrated 
value that makes them easily portable and so always 
readily accessible; universal acceptance in any quarter 
of the globe—and even more important, the enduring 
unchanging worth that war, catastrophe and the rise and 
fall of businesses, cities or empires cannot destroy. 
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